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getting  older.  Is  that  good  or  bad 
for  these  papers  -  and  local  dailies? 


Fran  Zankowski,  CEO 
of  Hartford  (Conn.) 
Advocate  parent 
New  Mass  Media 


Conservationists 
wanted  to  plant  more  trees 


The  Forest  Products  Industry 
wanted  to  plant  more  trees. 


(After  much  debate,  they  decided  to  plant  more  trees.) 


In  fact,  the  participants  in  the  Sustainable  Forestry  Initiative®  program  are 
planting  more  than  1 .7  million  trees  every  day.  That's  over  650  million  a  year. 

It's  a  marriage  of  environmental  responsibility  and  sound  business  practices. 
And  that  provides  us  with  the  wood  and  paper  products  we  need,  while  helping 
to  ensure  the  future  of  our  forests  and  wildlife  for  generations  to  come. 


SUSTAINABLE  FORESTRY  INITIATIVE 
Growing  tomorrow's  forests  today." 

www.aboutsfi.org 
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LETTERS 


THE  WAND  THE ‘WOm' OF  IT 

As  A  TRADE  PUBLICATION,  EdP 

should  get  out  of  the  business 
of  anointing  the  “Best  of ” 
[“Features  of  the  Year,”  Nov.  25,  p.  10].  I 
say  this  as  someone  who  has  been  a  regular 
reader  of  the  magazine  for  28  years. 

In  fact,  I  have  always  admired  E^P  for 
its  fairness  and  objectivity  in  reporting 
changes  and  events  in  the  newspaper 
world.  But  your  introduction  of  the 
“Features  of  the  Year”  has  destroyed 
that  fairness  and  objectivity. 

By  allowing  (or  coercing)  your  editors 
to  pick  arbitrarily  their  favorite  syndi¬ 
cated  features  for  an  annual  cover  stoiy, 
you  are  compromising  the  magazine’s 
integrity  by  revealing  your  bias.  The 
choices  were  made  without  any 
discernible  criteria  —  no  objective 
standards  —  just  a  handfiil  of  editors 
naming  their  top  picks  at  whim. 

You  obviously  are  trying  to  create  news 
rather  than  report  it,  and,  in  so  doing,  you 
are  undermining  E^Fs  credibility. 

RICHARD  S.  NEWCOMBE 
CEO  AND  PRESIDENT 
Creators  Syndicate 
Los  Angeles 

ONTHEBATTIEFIEID 

Re:  “Why  do  many  readers  hate 
us  again?”  Sept.  2,  p.  12.  If  you 
really  want  to  know  why 
Americans  hold  journalists  in  such 
contempt,  let  me  remind  you  of  what 
took  place  in  1989. 

Harvard  University  law  professor 
Charles  Ogletree  Jr.,  as  moderator  of  PBS’ 
Ethics  in  America  series,  posed  to  ABC 


anchor  Peter  Jennings  and  60  Minutes 
correspondent  Mike  Wallace  the  question: 
In  a  war  involving  U.S.  soldiers,  what 
would  a  TV  reporter  do  if  he  learned 
enemy  troops  with  whom  he  was  traveling 
were  about  to  launch  a  surprise  attack  on 
Americans?  Both  agreed  getting  ambush 
footage  for  the  evening  news  would  come 
before  warning  the  U.S.  troops. 

For  this  installment  on  battlefield 
ethics,  Ogletree  set  up  a  theoretical  war 
between  the  North  Kosanese  and  the 
U.S.-supported  South  Kosanese.  At  first, 
Jennings  responded:  “If  I  was  with  a 
North  Kosanese  unit  that  came  upon 
Americans,  I  think  I  personally  would  do 
what  I  could  to  warn  the  Americans.” 
Wallace  countered  that  other  reporters, 
including  himself,  “would  regard  it 
simply  as  another  story  that  they  are 
there  to  cover.” 

“Don’t  you  have  a  higher  duty  as  an 
American  citizen  to  do  all  you  can  to  save 
the  lives  of  soldiers  rather  than  this  jour¬ 
nalistic  ethic  of  reporting  fact?”  Ogletree 
asked.  Without  hesitating,  Wallace  said: 
“No,  you  don’t  have  higher  duty...  you’re  a 
reporter.”  This  convinces  Jennings,  who 
concedes,  “I  think  he’s  right.” 

Based  upon  Wallace’s  and  Jennings’ 
words,  I  and  many  other  Americans  are 
thoroughly  convinced  that  the  majority 
of  “name-brand  journalists”  in  the  United 
States  would  not  have  reported  to  the 
authorities  the  devastating  hijackings  of 
Sept.  11  last  year  if  they  had  known  about 
them  on  Sept.  10.  If  you  have  evidence  to 
persuade  us  otherwise,  you  are  going  to 
have  to  crawl  over  the  spoken  words  of 
Wallace  and  Jennings  to  do  so. 

RICK  SCHWARTZ 
Crown  Point,  Ind. 
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50  YEARS  AGO 


NEWSPAPERDOM*  FROM  EDITOR  &  PUBLISHER 
advocated  at  the  annual  meeting 


DEC.  6,  1952: 

More  manpower  at  the  local  level  of  the  American  Association  of 

to  support  the  present  volume  of  Newspaper  Representatives  in 

general  advertising  and  better  use  Chicago  Dec.  1. 

of  the  sales-presentation  material 

offered  to  build  linage  were  Local  No.  1  of  the  American 


Newspaper  Guild  this  week 
reached  agreement  with 
management  of  the  three 
Cleveland  dailies,  providing  an 
increase  in  top  minimums  from 
$105  to  $115  a  week. 


- 
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THIS  WEEK  ON  THE  WEB 

Exclusively  on  editorandpublisher.com ... 

“Stop  the  Presses”  columnist  Steve  Outing 
profiles  the  conveii;ence  experiment  that  has 
the  Rochester  (N.1)  Democrat  and  Chronicle 
partnering  with  the  local  ABC  affiliate.  Find  out 
what  the  newspaper  is  sharing  with  the  TV 
outlet  and  what  it  gets  in  return. ...  Neil  Budde, 
publisher  of  The  Wall  Street  Journal  Online,  is 
leaving  the  site  he  helped  create  nearly  10  years 
ago.  E&P  Online  has  an  exclusive  exit  interview 
with  Budde.  See  “5  Questions  For ...”  on  our 
“Features  &  Columns”  page. ...  The  E&P 
International  Year  Book  is  online  as  a  subscriber 
service.  Check  out  a  free  demo  on  our  home  page. 
. . .  And.  as  always,  a  new  Photo  of  the  Week. 
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The  Livingston  Awards 

For  Young  Journalists 


Patrick  Healy 

The  Boston  Globe,  is  presented  the  award  hy 
Clarence  Paye  tnr  2001  local  reporting 


Bob  Norman 

Xeu'  Times  Brmcctrd-Palm  Beueh,  recei\  es  the 
award  from  Tom  Rrokaw  for  2001  national 
reportini; 


Uniting  2002  Entries 


Sumana  Chatterjee 
and  Sudarson  Raghavan 

Kni”ht-Ridder  Washington  Bureau,  accept  the 
award  from  Mike  Wallace  tor  200!  international 
repiirtiny 


Three  $10,000  Prizes  are  given  each  year  hy  the  Mollie  Parnis  Livingston  Foundation  tor  the  best  print,  on-line  or 

broadcast  coverage  ot  local,  national  and  international  news  hy  journalists  aged  34  and  younger  in 
any  U.S.  medium.  The  Livingstons,  whose  purpose  is  to  recognize  and  further  develop  the  abilities 
ot  young  journalists,  are  the  largest  all-media,  general  reporting  prizes  in  the  country.  Miss  Parnis 
established  the  awards  in  1980  through  her  toundation,  now  chaired  hy  Neal  S.  Hochman. 


Deadline  tor  2002  entries:  February  1,  2003 


Judging  Panel 


Christiane  Amanpour 

chid  intcrnntKiniil  corrcspunJcnt, 
C.V.V  /mcmutionul  iinJ  spccnil  corre¬ 
spondent,  “60  .Minutes,"  CBS  \exes 

Ken  Auletta 

.luthor,  media  columnist,  The  \eu  Yorker 


Tom  Brokaw 

.inchor  and  m.in.i”inj;  editor, 

.VBO  Niditly  News  w  ith  Tom  Brok.iw 

Osborn  Elliott 

de.in  emeritus,  L'olumhia  L'niversity  Or.idu.ite 
SchiHil  ot  Journ.ihsm 

Ellen  Goodman 

.issociate  editor  .ind  columnist.  The  Bo.siim 
tiliiK.’ 


Clarence  Page 

columnist/editorial  hoatd  memher, 
Chicii/ro  Tribune 

Howell  Raines 

executive  editor.  The  ,\'eu  York  Times 

Mike  Wallace 

senior  correspondent  .ind  co-editor,  "60 
Minutes,"  CBS  Sens 


Entry  forms  can  be  obtained  from  Charles  Eisendrath,  Director,  The  Livingston  Awards,  Wallace  House, 
University  of  Michigan,  620  Oxford  Road,  Ann  Arbor,  MI  48104.  Phone:  734-998'7575.  Fax:  734-998-7979. 
www.livawards.org  E-mail:  LivingstonAwards@umich.edu 


‘Impact’  grows  with 
the  passage  ot  time 


Readership  Institute  brings  its  seminal 
study  up-to-date,  as  more  papers 
adopt  its  recommendations 

BY  LUCIA  MOSES 

wo  \'EARS  AFTER  THE  ReADERSHIP  INSTITUTE 
released  its  extensive  “Impact”  study  of  read¬ 
ership,  more  and  more  papers  are  testing  its 
remedies.  Hoping  to  fan  the  flames  of  interest  in 
the  subject,  the  Newspaper  Association  of  America 
will  host  its  first  confer¬ 
ence  on  it  next  month. 

But  will  enough  papers 
act  quickly  enough  to  dis¬ 
rupt  the  decline  in  youth 
readership  and  overall 
daily  reading  habit? 

At  least  200  newspa¬ 
pers  have  begun  using  the 
institute’s  Reader  Behav¬ 
ior  Score  (RBS)  tool  to 
gauge  how  readers  use 
them.  But  new  work  from 
the  institute,  a  program 
of  Northwestern  Univer¬ 
sity’s  Media  Management 
Center,  aims  to  get  more 
papers  measuring  and  trying  new  tactics  —  things 
it  admits  newspapers  aren’t  especially  known  for. 

The  institute  surveyed  3,066  people  last  summer 
to  come  up  with  a  new  RBS  that  a  paper  can  use  as 
a  benchmark  in  tracking  the  impact  of  recent 
changes  in  its  brand,  content,  and  serx-ice.  “The 
point  of  all  this  is  to  measure  change,”  said  Mar\' 
Nesbitt,  the  institute’s  managing  director. 


The  first  RBS  study  was  done  by  mail  survey;  this 
time,  the  institute  used  the  phone  to  enable  news¬ 
papers,  w  hich  prefer  this  less-cumbersome  method, 
to  track  readership  in  a  consistent  way. 

For  publishers  such  as  Brad  Tillson  of  the  Dayton 
(Ohio)  Daily  News,  this  “creates  a  strong  incentive” 
to  measure  his  newspaper’s  RBS.  The  Daily  News 
already  has  made  a  range  of  changes  in  response  to 
the  2000  Impact  study,  from  adding  more  lifestyle 
content  to  making  ads  more  eye-catching,  and 
Tillson  is  eager  to  see  if  the  changes  paid  off.  He 
expects  to  conduct  an  RBS  study  in  the  spring. 

Publishers  have  hailed 
the  Impact  study,  but 
implementing  it  requires 
looking  at  one’s  organi¬ 
zation  in  a  new  way,  and 
“We  don’t  like  change 
very'  much  in  our  indus- 
tiy  ,”  said  Marty  Kaiser, 
editor  of  the  Milwaukee 
Journal  Sentinel.  To 
promote  understanding 
of  the  initiatives,  the 
Robert  R.  McCormick 
Tribune  Foundation 
awarded  $449,000  to 
the  American  Society 
of  New'spaper  Editors 
Foundation  to  train  newspapers  in  the  study  over 
the  next  two  years. 

A  perception  persists  that  the  Impact  study  is  too 
grandiose  to  apply  to  small  papers,  but  Da\Td 
Stringer,  publisher  of  The  Norman  (Okla.)  Tran¬ 
script,  a  15,198-circulation  daily,  hopes  his  experi¬ 
ence  shows  otherwise.  Inspired  by  the  study’s  eight 
recommendations.  Stringer  has  effected  change 


2CN0^^SSeR  bSiAWOR 
S^RE(RBS),BYi!feE 
In  the  Original  100  “Impact”  Newspaper  Marke]^ 


Respondents 

Mean  RBS 

Mean!/  ^ 

18-24 

235 

2.95 

3.'¥t 

25-44 

979 

2.75 

3.50 

46-64 

1,016 

3.6^ 

4.16 

65  or  older 

810 

3.91 

4.70 

The  2002  RBS  Benchmark  Study  was  conducted  by  Wllkersos 
Associates,  which  surveyed  3,066  respondents  in  July.  The 
reflects  time,  completeness,  and  frequeicy  of  readership  ofltKM  m 
local  daily  newspaper,  measured  on  an  1%-7-poiiit  scale,  vAen^jP 
represents  someone  who  does  not  read  the  paper  and  7  repressns^ 
someone  who  reads  it  faithfully.  The  TRBS  (Total  RBS)  actmlffi 
readership  of  other  newspapers,  such  as  national  and  weeWy  papais,  | 
Source;  Readership  Ins^B  | 


SLCAPPRAISAl 
IN  THE  WORKS 


In  an  agreement 
worked  out  in  a 
federal  judge’s 
ch/imbers  between 
MtxIiaNews  Group 
Inc.  and  the  family 
group  fighting  to  take 
back  ownership  of  The 
Salt  Lake  Tribune, 
Management  Planning  ' 
Inc.  will  make  the 
critical  third  valuation 
in  a  process  that  has 
produced  two  widely 
divergent  prices  for 
Utah's  largest  daily 
newspaper. 

Princeton,  N.J.- 
based  Management 
Planning’s  valuation 
will  be  averaged  with 
the  closer  of  the 
previous  appraisals  to 
determine  the  final 
price  for  the  Tribune. 

An  appraiser  for  the 
McCarthey  family’s 
Salt  Lake  Tribune  Pub¬ 
lishing  Co.  (SLTPC), 
which  has  a  disputed 
option  to  buy  back  the 
paper  it  sold  in  1997, 
valued  the  paper  at 
$218  million,  while 
an  appraiser  for 
current  owner  Media- 
News  Group  valued 
it  at  $380  million. 
Whatever  the  final 
price,  litigation  will 
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throughout  the  building.  He’s  appointed  depart¬ 
ment  task  forces,  made  content  changes  (such  as 
encouraging  more  enterprise  reporting),  and  reor¬ 
ganized  staff.  He  believes  his  most  important  effort, 
however,  has  been  to  instill  a  culture  that  promotes 


openness  and  puts  readers  first.  To  him,  the  Impact 
study  represents  more  than  the  episodic  attempts 
at  self-improvement  of  the  past.  Asked  by  a  Tran¬ 
script  employee  when  the  initiative  ends.  Stringer 
responded,  “Never.”  1) 


follow:  A  federal  judge 
has  ruled  the  Tribune's 
joint-operating-ageiKy 
partner,  The  Deseret 
News,  can  veto  a 
SLTPC  pirchase, 
which  it  has.  SLTPC’s 
appeal  of  that  rulirig  is 
to  be  heard  next 
month. 

-  MARK  FITZGERALD 


In  the  ad  arena 


"'ey  hide  behind 
But  none  is  more  i 


'^lotofdifrere, 
accurate  than  “( 


The  Newspaper 
Association  of 
America,  which 
announced  Nov.  22 
that  Toni  F.  Laws, 
head  of  its  diversity 
program,  would  retire 
in  February,  is 
planning  to  review  its 
diversity  efforts  before 
naming  a  new  person 
to  oversee  them,  said 
CEO  and  President 
John  F.  Sturm.  ^ 

Such  a  move 
could  mean  changes 
in  NAA’s  program, 
which  has  provided 
research,  information, 
and  fellowships  for 
minority  recruitment 
for  10  years. 

“I  guarantee  that  we 
are  not  abandoning  it 
in  any  way,”  Sturm 
told  E&P.  “It  will  con¬ 
tinue  to  be  a  priority.” 
He  said  the  NAA 
board  of  directors 
would  review  the 
program,  but  that  no 
deadline  had  been  set. 

Laws  has  headed 
NAA’s  diversity  efforts 
since  1992.  “My  con¬ 
cern  in  general  is  that, 
as  resources  are  limit¬ 
ed,  the  programs  in 
diversity  and  training 
are  not  set  aside,”  she 
told  E&P.  “We  are  all 
sensitive  to  the  limits 
(HI  resources.” 

-  JOE  STRUPP 


BY  MARK  FITZGERALD 

CHICAGO 


minibonajiza,”  said 
Bonnie  J.  Reicks, 
national  advertising 
sales  manager  at  the 
Dailp  Herald  in  Arling¬ 
ton  Heights,  outside 
Chicago.  So  far,  SBC  has 
run  five  full-page  ads  in 
the  Daily  Herald,  while 
its  opponent,  identified 
as  “Voices  for  Choices,” 
also  has  run  five. 

Peter  Arnold, 
spokesman  for  Voices 
for  Choices,  said  the 
newspaper  ads  are 
running  in  most  state 
capitals  served  by  SBC 
Ameritech  and  SBC 


Every  election, 
it  seems,  news¬ 
papers  get  a 
smaller  and  smaller 
share  of  campaign 
advertising.  But  this 
fall,  post-election,  papers 
in  several  states  are  ben¬ 
efiting  from  a  new  breed 
of  campaign  attack  ads 
—  pitting  the  giant 
local-phone-service 
provider  SBC  Commu¬ 
nications  Inc.  against  a 
coalition  funded  by 
long-distance  providers 
such  as  the  AT&T  Corp. 
and  WorldCom  Inc. 

“It’s  been  a  very  nice 


Pacific  Bell,  as  well  as 
Washington,  Chicago, 
San  Francisco,  and 
SBC’s  hometown  of  San 
Antonio.  “This  is  a 
company  that  has 
elevated  double-talk  to 
an  art  form,  telling  Wall 
Street  one  thing  and 
regulators  another,” 
Arnold  said,  capturing 
the  flavor  of  the  ads. 

SBC  will  continue  to 
run  its  ads  as  long  as 
Voices  for  Choices  stays 


on  the  attack,  said  SBC 
spokesman  Selim 
Bingol:  “Their  ads  are 
very  rare,  unusual, 
because  they  attack  us 
by  name.  All  we’re  trying 
to  do  is  protect  our  com¬ 
pany’s  brand.”  The  gen¬ 
eral  theme  of  the  SBC 
ads  is  that  long-distance 
carriers  discriminate 
against  small  towns  and 
are  freeloaders  on  an 
infrastructure  that  SBC 
built  and  maintains.  11 


Online  ace  jumps  Wall 


BY  CARL  SULLIVAN 

Neil  Budde,  publisher 
of  The  Wall  Street 
Journal  Online,  is 
leaving  just  as  the  site  reports  it 
is  becoming  cash-flow  positive. 
Yet  the  15-year  Dow  Jones  &  Co. 
Inc.  veteran  says  he’s  comfort¬ 
able  with  his  surprise  decision. 
“It  was  part  of  an  evolution  of 
our  organization,”  Budde  told 
ECfP.  Dow  Jones’  Consumer 
Eledronic  Publishing  unit, 
vidiich  includes  WSJ.com,  has 
undergone  a  number  of  changes 
in  the  last  two  years,  as  its 


corporate  parent  slashed  jobs. 

Budde  won’t  be  replaced, 
with  his  duties  being  assumed  by 
other  senior  managers.  This 
year.  Senior  Editor  Rich 
Jaroslovsky,  who  helped  build 
WSJ.com,  also  departed.  Walt 
Mossberg,  personal-technology 
columnist  for  the  Journal,  called 
Budde’s  exit  “a  sad  event  for 
Dow  Jones.”  Mossberg  and 
others  credit  Budde  for  many 
of  WSJ.com’s  successes. 

The  site  has  664,000  paying 
subscribers  (9%  more  than  last 
year),  while  advertising  jumped 


Exiting  Dow  Jones:  “A  sad  event” 

24%  in  the  third  quarter.  Budde 
started  working  on  a  dial-up 
version  of  the  Journal  in  1993.  1) 
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‘POST’HEADIKG 
FOR  THE  COAST 

Fresh  off  its  sixth 
straight  period  of 
circulation  growth,  the 
New  York  Post  is  not 
about  to  rest  on  its 
laurels,  according  to 
Editor  in  Chief  Col 
Allan.  The  Post  plans 
to  boost  its  presence 
around  Los  Angeles 
next  month,  going 
from  the  roughly 
2,000  day-old  copies 
now  available  to  some 
30,000  same-day 
copies.  “We  won't  be 
tailoring  content  for 
the  West  Coast,” 

Allan  told  E&P.  “But 
we  have  a  lot  of 
people  telling  us  they 
want  the  Post  on  the 
West  Coast." 

Allan  added  that 
the  feisty  tabloid  is 
readying  plans  to  add 
and  expand  sections, 
go  after  female  and 
younger  readers, 
and  possibly  open 
bureaus  in  Brooklyn 
and  Queens  next  year. 
-  JOE  STRUPP 


OFTHEWORIO 

Print-on-demand 
newspapers  may 
get  a  boost  from  an 
alliance  between  the 
World  Trade  Centers 
Association  (WTCA)  of 
New  York  and  PEPC 
Worldwide  of  The 
Hague,  Netherlands. 
Using  satellite  tech¬ 
nology,  PEPC’s  News¬ 
paper  Kiosk  digitally 
prints  the  latest  issues 
of  108  newspapers  on 
demand,  including 
USA  Today,  Le  Monde 
of  Paris,  and  The 
Times  of  India. 


Chemical 
brothers 
in  arms: 
Journalists 
at  Criterion 
training  in 
England 
Nov.  22 
are  fully 
wrapped  and 
ready  for  the 
front  in  Iraq, 
except  that 
the  masks 
may  leak 
and  the  suits 
might  get 
eaten  away, 
anyway. 


Reporters  train  for  Saddam  war 


Better  liviny  through  Chemistry 


BY  JIM  MOSCOU 

HAMPSHIRE,  ENGLAND 

T’S  40  DEGREES  FAHRENHEIT  OUTSIDE,  YET  THE 
heat  is  becoming  oppressive.  Sweat  runs  down 
my  back  and  legs.  Under  the  quarter-inch-thick 
mbber  gas  mask,  a  bead  of  water  drips  down  my  face, 
cruelly  tickling  my  skin.  All  the  while,  I  know  I  can’t 
scratch  it  or  even  rub  my 
mask  for  fear  of  breaking 
the  life-saving  seal  I  spent 
half  an  hour  constructing. 

I  am,  presumably,  air¬ 
tight  and  protected  from 
the  outside  atmosphere 
in  what  amounts  to  a 
delicate  balance  among  clean  air,  claustrophobia,  and 
a  potentially  agonizing  death. 

Those  two  hours  wearing  a  full  chemical  and  bio¬ 
logical  warfare  suit  —  officially,  my  individual  pro¬ 
tective  equipment  (IPE)  —  won’t  be  forgotten  soon,  a 
point  my  instructor  aims  to  make.  The  experience 
comes  courtesy  of  Centurion  Risk  Assessment  Ser¬ 
vices  Ltd.,  the  British  outfit  that  has  become  known  in 
U.S.  newsrooms  for  training  reporters  heading  off  to 
hostile  zones  around  the  world.  Centurion,  and  its 
competitor,  the  AKE  Group  in  Hereford,  England, 
have  developed  reputations  for  teaching  conven¬ 
tional-warfare  safety  to  journalists,  offering  only 
glancing  looks  at  chemical  and  biological  hazards. 


No  longer.  Both  of  the  for-profit  companies  have 
responded  to  customer  demand  (read:  newsroom 
managers)  for  training  in  wdiat  many  speculate  might 
be  a  nightmare  scenario  —  a  chemical  or  biological 
attack,  especially  in  a  U.S.  war  with  Iraq. 

And  courses  are  filling  up  fast.  I’m  taking  part  in 
Centurion’s  new  one-day  Chemical  Warfare  Aware¬ 
ness  Training  course 
(AKE  offers  a  two-day 
training  class).  Con¬ 
ducted  40  miles  south¬ 
west  of  London,  it  drew 
eight  British  and  Amer¬ 
ican  journalists,  includ¬ 
ing  two  from  large 
Texas  newspapers  and  a  national  correspondent  for  a 
U.S.  newspaper  chain.  Centurion  and  course  partici¬ 
pants  prefer  their  identities  not  be  revealed. 

Unlike  the  hostile-environment  courses,  which  are 
remarkably  insightful,  this  training  is  fhistrating, 
paradoxical,  even  ludicrous  (albeit  worthwhile).  At 
one  point,  I  felt  that  what  our  instructor  really  want¬ 
ed  to  say  was,  “Look,  you  don’t  really  need  to  know 
this  because  if  you’re  attacked,  you’re  likely  dead.” 

The  contradictions  are  driven  home  from  the  start 
by  our  affable  host,  Paul,  who  airs  a  chilling  1984 
video  of  a  western  TV  camera  crew  somewhere  in 
Iran.  We  watch  as  a  group  of  Iranian  soldiers, 
partially  clad  in  chemical-warfare  gear,  dig  up  an 


You  have  your  suit  and  gloves 
and  boots  on.  Now  you  have 
all  of  nine  seconds  to  don 
your  mask  —  or  you  are  dead. 
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unexploded  Iraqi  artillery  shell,  unscrew  the  cap  at 
its  head,  and  pour  out  a  yellow-brown  substance; 
mustard  gas.  Later,  the  crew’s  sound  man,  standing 
20  feet  away  and  not  wearing  proper  IPE,  as  well  as 
several  Iranians,  develop  severe  blisters. 

The  footage  is  great,  the  safety  precautions  chilling¬ 
ly  inadequate.  Paul’s  point:  exposure  can  be  inno¬ 
cuous  and  strike  with  stunning  quickness  and 
effectiveness.  A  “safe”  distance,  Paul  said,  “is  meas¬ 
ured  in  miles,  not  feet.” 

Biochemical-warfare  training  begins  with  a  nearly 
incomprehensible  laundry  list  of  deadly  agents:  a  mix 
of  unique  symptoms,  smells,  detection  methods, 
treatment.  Chemical  agents,  the  most  likely  battle¬ 
field  weapons,  are  categorized  as  nerve  (quick-acting, 
odorless),  choking  (colorless  gas  or  liquid,  smells  like 


hay  or  green  grass),  blister  (delayed-reaction,  inflam¬ 
mation,  then  skin  or  lung  destruction),  or  blood 
(smells  like  bitter  almonds,  your  heart  may  e.xplode, 
death  in  minutes). 

Irritated  eyes,  gasping,  or  unconsciousness  may 
mean  a  blood  agent.  Yet  irritated  eyes  and  severe 
choking  is  likely  caused  by  a  choking  agent.  Each  has 
a  different  reaction  time  and  a  tiny  treatment 
window.  Atropine  can  combat  nerve-agent  exposure. 
Yet,  if  you  misdiagnose  a  nerve  agent  as  a  choking 
agent,  the  atropine  will  kill  you. 

Meanw’hile,  after  getting  a  w  hiff  of  trouble  (and 
if  that  whiff  hasn’t  killed  you),  and  you  happen  to 
already  have  your  chemical  suit  on,  your  gloves  on, 
and  your  boots  on  —  then,  maybe,  just  maybe,  “You 
got  nine  seconds  to  get  the  mask  on,”  Paul  tells  us. 

We  practice  with  our  masks  throughout  the  day, 
Paul  yelling  “Gas!”  as  w'e  fumble  to  beat  the  clock  and 
hope  for  a  life-saving  seal.  It’s  not  so  easy.  To  become 
proficient  would  take  weeks  of  training,  as  in  the 
military  —  not  likely  for  any  of  the  newsroom  rats 
who  I  know. 

As  for  our  suits  themselves,  which  appear  bulky 
and  cumbersome,  dressing  is  an  exact  science.  One 
mistake  —  some  skin,  say,  exposed  around  your  neck 
—  and  it  might  be  curtains.  And  if  you  don’t  already 


have  your  suit  on  once  an  attack  hits,  Paul  said,  there’s 
only  one  thing  you  can  do:  “Take  three  deep  breaths.” 
In  other  words,  end  it  all  in  a  hurry. 

The  training  lasted  seven  hours,  providing  only  a 
flicker  of  the  mastery  we’d  need  to  survive  a  real 
assault.  But  there  are  sur\dval  scenarios:  You’re  tied 
into  a  military  unit  with  early-detection  equipment. 
You’re  expecting  an  attack.  You  already  have  your  suit 
on  as  well  as  your  gloves.  Your  gear  is  in  working  or¬ 
der.  The  attack  comes.  Your  seals  hold. 

But,  even  then,  you’re  not  out  of  danger.  Those 
chemical  suits  are  charcoal-lined,  and  have  a  remark¬ 
ably  short  shelf  life.  Once  exposed  to  certain  chemi¬ 
cals,  you  may  have  only  hours  before  the  toxicity  levels 
eat  away  at  your  suit,  rendering  you  “exposed.”  More¬ 
over,  the  British  gas  masks  we  train  with  demand 
fresh  canisters  regularly.  If  you  don’t 
have  a  spare  (you  should  have  at 
least  three),  kiss  your  butt  goodbye. 

As  for  decontamination,  it’s  a 
numbingly  long,  arduous  process, 
and  if  not  done  correctly,  it  will  kill 
you  as  fast  as  the  original  attack.  You 
also  can’t  decontaminate  alone; 
chemical-warfare  protection  re¬ 
quires  the  buddy  system.  And  you 
need  a  special  decontamination 
powder.  If  you  don’t  have  it,  you’re 
stuck  in  a  ticking  time  bomb. 

Which  finally  gets  to  the  disheart¬ 
ening  issue  of  the  gear  itself.  One 
well-prepared  student,  a  correspon¬ 
dent  for  a  top  British  newspaper  in 
Pakistan  and  Afghanistan,  brought 
along  his  freshly  purchased  “Press” 
chemical  kit.  Unfortunately,  he  became  an  example 
rather  than  a  model.  Nearly  all  the  equipment  was  at 
least  a  decade  old.  Useless,  according  to  Paul. 

In  fact,  obtaining  proper  working  gear  is  a  serious 
problem,  especially  for  American  reporters.  Beyond 
the  cost  (about  $1,000),  the  U.S.  government  restricts 
the  sale  of  essentials,  such  as  decontamination  pow¬ 
der,  detection  equipment,  and  medicines,  including 
atropine.  So  putting  together  a  reliable  kit  may  mean 
contacting  companies  in  the  United  Kingdom  or 
Israel.  Then,  too,  there  are  many  types  of  gas  masks 
and  gear.  They  must  all  work  together,  and  you  must 
know  how  they’re  used. 

By  5  p.m.,  tiying  to  keep  “safe"  from  a  sudden 
chemical  attack  felt  like  a  morbidly  futile  exercise  — 
and  that’s  perhaps  why  Centurion  tempered  this 
training  course  by  highlighting  the  word,  “Aware¬ 
ness,”  not  “Protection.”  After  all.  no  Ihing  Westerner 
has  fought  a  war  like  this. 

At  one  point,  Paul  had  to  confer  with  a  colleague 
on  a  decontamination  procedure.  It  wasn’t  igno¬ 
rance,  just  another  sign  that  one  of  the  worst 
weapons  ever  developed  is  still  in  its  original  box, 
not  experienced  by  this  generation  of  soldiers  or 
reporters,  yet.  Perhaps  all  the  more  recison  to  be 
prepared  —  or  as  prepared  as  you  can  get.  II 


Our  intrepid  correspondent  gets  fitted  for  a  life/death  mask:  This  is  the  easy 
part.  If  you  don’t  have  a  fresh  canister,  you  can  kiss  your  butt  goodbye. 


The  WTCA  is  a 
nonprofit  group  of  297 
World  Trade  Centers 
serving  businesses  in 
90  countries.  PEPC’s 
first  WTCA  Newspaper 
Kiosks  will  be  installed 
in  Boston;  Barcelona, 
Spain;  and  Nice, 
France. 

-  CARL  SULLIVAN 

SHUTTEREODUE 
TO  AD  CLIMATE 

It  was  a  cruel 
November  not  only 
for  all  those  Thanks¬ 
giving  Day  turkeys 
but  also  for  two 
newspapers.  The  free 
tabloid  Berkeley 
(Calif.)  Daily  Planet 
succumbed  after  three 
years  due  to  poor 
advertising  support, 
while  the  attemative 
Casco  Bay  Weekly  in 
Portland,  Maine, 
folded  after  14  years. 

The  Daily  Planet, 
owned  by  Bigfoot 
Media  Inc.,  was  one 
of  several  microdailies 
whose  ad-supported 
model  has  worked  in 
Palo  Alto,  Calif.,  as 
well  as  in  Colorado 
and  New  Hampshire. 

Casco  Bay  Weekly 
Publisher  Lael 
Morgan,  who  said 
potential  buyers  have 
called,  blamed  her 
paper’s  demise  on 
the  economy  and  a 
competitor  launched 
in  1999  by  the  pub¬ 
lisher  of  the  Boston 
Phoenix.  “We  haven’t 
had  a  national  ad 
since  they  arrived. ... 
It’s  been  tough  times 
for  alternative  week¬ 
lies  everywh  ne  that 
do  not  have  econo¬ 
mies  of  scale.  The 
Phoenix  didn’t  help.” 

-  LUCIA  MOSES 
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FLORIDA 

Diane  R  Tennant  to  managing  editor  of  the 
Sarasota  Herald-Tribune  from  assistant 
managing  editor.  Tennant  succeeds 
Rosemary  Armao,  who  resigned. 


GEORGIA 

Kathy  Matthews  to  publisher  of  The 
Thomaston  Times,  a  thrice-weekly, 
from  business  manager.  Matthews 
succeeds  Ruth  Bryant. 
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ARIZONA 

Ward  Biishee 

Ward  Bushee,  53,  editor  of  The  Cincinnati 
Enquirer,  has  been  named  editor  and  vice 
president  of  news  at  The  Arizona  Republic  in 
Phoenix.  He  succeeds  Tom  Callinan,  54, 
who  becomes  editor  and  vice  president  of 
news  at  the  Enquirer.  Both  newspapers  are 
owned  by  Gannett  Co.  Inc.  Bushee,  a  26-year 
company  veteran,  came  to  Cincinnati  in  January  1999  from  the 
Reno  (Nev.)  Gazette-Journal.  Callinan,  a  25-year  veteran,  came  to 
Phoenix  in  December  2000  from  the  Rochester  (N.Y.)  Democrat 
and  Chronicle.  Each  has  won  Gannett’s  Editor  of  the  Year  award. 


BY  JAMIE  SANTO 


INDIANA 

Britt  Kennerly  to  managing  editor  of  the 
Greensburg  Daily  News  from  assistant 
managing  editor  at  The  Republic  in 
Columbus.  Kennerly  succeeds  Skip  Weaver. 


IOWA 

Jan  Castle  Renander  to  publisher  of  the 
weekly  Red  Oak  Express  from  general 
manager. 


MARYLAND 

Kitty  Vance  to  advertising  director  for  the 
Maryland-Delaware-D.C.  Press  Association 
in  Crofton  from  advertising  director  at 
the  weekly  Hunterdon  County  Democrat 
in  Flemington,  NJ. 


OHIO 

David  A.  Galloway,  retired  CEO  and 
president  of  the  Torstar  Corp.  in  Toronto, 
elected  to  the  board  of  directors  of 
the  Cincinnati-based  E.W.  Scripps  Co. 
Galloway  succeeds  Daniel  J.  Meyers, 
who  retired  from  the  board. 


The  Sun  in  Baltimore,  effective  at  the  end 
of  the  year. 

Stephen  Henderson  to  legal-affairs 
correspondent  from  associate  editorial 
page  editor  at  The  Sun. 


DISTRICT  OF  COLUMBIA 
James  Asher  to  head  the  newly  created 
investigative  team  at  the  Knight  Bidder 
bureau  in  Washington  from  metro 
editor  for  enterprise  and  projects  at 


Stephen  C.  Johnson  to  publisher  of  The 
Lima  News  from  CEO  and  president 
of  Stepjohn  Inc.  in  Upper  St.  Clair,  Pa. 
Johnson  succeeds  Vernon  DeBolt, 
now  president  of  parent  Freedom 
Communications  Inc.’s  Eastern 
North  Carolina  Communications  Inc. 
in  Jacksonville,  N.C. 


We  specialize  in  assisting  owners 
in  explo^gand  negotiatingthesale 
of  their  daily  newspapers  or 
non-daily  newspaper  groups. 


ILLINOIS 

James 


i  to  the  newly 

created  position 
of  vice  president 
for  brand  management  at  the 
Tribune  Co.  in  Chicago  from 
vice  president  for  group  opera¬ 
tions  at  Tribune  Broadcasting. 
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MICHIGAN 
Journalism  Fellows 


$6,875  monthly  stipend, 

plus  all  tuition  &.  fees 


The  Fellowship  is  designed  to  broaden  g 

perspectives,  nurture  intellectual  growth,  and  I 
inspire  personal  transformation.  With  no  H 

deadlines,  exams,  or  papers  to  worry  about,  a  ■ 
Michigan  Fellowship  trees  you  to  explore  the  ■ 
expanse  of  scholarship  available  at  the  ^ 

University  of  Michigan.  Leading  academics  and 
figures  of  major  interest  in  journalism  give 
seminars  and  discuss  issues.  Past  speakers  have 
included  Mike  Wallace,  Charles  Gibson,  Seamus 
Heany,  Gloria  Steinem,  Ken  Auletta,  Barbara 
Ehrenreich,  Michael  Moore,  Catharine  MacKinnon. 
Clarence  Page,  Patrick  Oliphant,  Richard  Ford, 
David  Halberstam,  George  Soros,  Tom  Friedman, 
Madeleine  Albright,  Jay  Harris,  Kevin  Klose,  Peter 
Osnos,  Michael  Connelly,  Jon  Entire,  Ann  Marie 
Lipinski  and  Paul  Tash. 


Spouses  are  an  integral  part  of  the  Fellowship 
experience  and  are  invited  to  participate  actively. 
They  often  end  their  year  with  a  book  in  the  works, 
a  new  career  on  the  horizon.  Housing  is  easy  and 
the  public  schools  are  very  good. 

Mike  and  Mary  Wallace  House:  This  graceful, 
spacious  home,  a  gift  from  the  CBS  newsman  and 
his  wife,  serves  as  headquarters  for  the  Michigan 
Journalism  Fellows. 


Fellowships  Awarded  Include: 

Daniel  B.  Burke  Fellowship  •  Time-Warner  Fellowship  for  Minority  Journalists 
Burton  R.  Benjamin  Fellowship  in  Broadcast  Journalism 
Sports  Reporting  Fellowship  •  Ford  Fellowship  in  Transportation  Technology 
Mike  Wallace  Fellowship  in  Investigative  Reporting  •  Kellogg  Fellowships  in  Public  Policy  Study 
Karsten  Prager  Fellowship  in  International  Journalism  •  Knight  Specialty  Reporting  Fellowships  in 
Business/Economics  •  Education  •  Law  •  Medicine/Health  Sciences 


One  application  offers  consideration  for  any  and  all  Fellowships  available.  Full-time  journalists  in  any 
media  with  five  years’  experience  may  apply.  Application  deadline  February  1  postmark.  Inquiries  and 
applications  to:  Charles  R.  Eisendrath,  Director,  Michigan  Journalism  Fellows,  Wallace  House,  620 
Oxford  Road,  University  of  Michigan,  Ann  Arbor,  MI  48104.  Phone:  734-998-7666.  Fax:  734-998- 
7979.  www.mjfellows.org  E-mail:  wpalms@umich.edu 
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The  SEC  should  refuse  the  Big  Board’s  invitation  to  extend 
the  regulation  of  analysts  into  newsrooms  of  newspapers 


You  JUST  KNEW  THAT  SOONER  OR 
later  Wall  Street  would  find  the 
culprit  responsible  for  the 
massive  variation  on  a  pump- 
and-dump  boiler-room  operation  that 
wiped  out  billions  of  dollars  of  equity  in 
telecom,  high-tech,  and  energj’  stocks. 

It  was,  of  course,  the  news  media. 

So  now  the  Street’s  biggest  player,  the 
New  York  Stock  Exchange  (NYSE),  wants 
the  Securities  and  Exchange  Commission 
(SEC)  to  extend  its  regulatoiy  powers  into 
the  newsrooms  of  newspapers  and  maga¬ 
zines.  The  Big  Board,  you 
see,  is  deeply  embarrassed 
by  continuing  revelations 
that  some  superstar  analysts 
had  personal  holdings  in 
the  shakv’  companies  they 
were  rating  “Strong  Buys.” 

What  do  these  scandals 
have  to  do  with  news  organ¬ 
izations?  SEC  regulators  are 
at  long  last  paying  attention 
to  the  conflicts  of  interest  among  stock 
analysts,  and  want  everyone  to  know  about 
them.  Last  spring  —  with  virtually  no  fuss 
from  broadcasters  —  the  SEC  began  requir¬ 
ing  analysts,  whenever  they  appear  on  TV, 
to  disclose  whether  they  or  their  firms  had 
ownership  or  business  relationships  with 
the  companies  under  discussion.  The  New 
York  exchange  and  the  National  Associa¬ 
tion  of  Securities  Dealers  (NASD),  which 
runs  the  tech-heavy  Nasdaq,  told  members 
that  if  the  disclosure  gets  edited  out,  the 
analyst  must  boycott  the  show. 

Now  the  Big  Board  wants  to  extend  the 
rule  to  newspapers  and  magazines.  If  an 
analyst’s  disclosure  doesn’t  make  the 
article  or  appears  in  some  truncated  form, 
the  exchange  wants  to  require  the  analyst 


The  proposal 
is  so  broad  a 
newspaper  risks 
being  blacklisted 
any  time  an 
analyst  hiccups. 


to  shun  the  publication  forever  —  or  until  it 
agrees  to  print  eveiy’  word  stock  regulators 
want  it  to  print. 

The  requirement  is  so  broadly  drawn  a 
newspaper  risks  being  blacklisted  just 
about  any  time  an  analyst  hiccups.  It  goes 
far  beyond  “Buy”  or  “Sell”  recommenda¬ 
tions.  NYSE’s  chief  of  regulatory  activities, 
Edw'ard  A.  Kwalwasser,  has  said  it  would 
apply  to  any  “opinion”  about  a  company. 

Print  and  TV  news  organizations  have 
been  way  ahead  of  regulators  in  reporting 
on  conflicts.  The  hypocrisy  of  this  proposal 
is  as  glaring  as  the 
disparaging  e-mail 
analysts  circulated  among 
themselves  while  hyping 
certain  high-flying  stocks. 
Financial  journalists  have 
pushed  constantly  for 
more  information  from 
companies  and  the 
analysts  that  follow  them. 
Wall  Street,  on  the  other 
hand,  got  itself  into  this  fix  because  of 
squirrelly  deals  conducted  out  of  sight  of 
the  public  —  the  horse-trading  and 
sweetheart  gifting  of  initial-public- 
oflering  shares  by  brokerage  houses  being 
a  particularly  egregious  example. 

If  the  Street  is  ever  to  regain  the 
investing  public’s  trust,  it  must  ensure 
that  the  public  has  more  information  than 
ever  before.  Rules  discouraging  analysts 
from  talking  to  reporters  serve  only  to 
choke  off  that  information. 

Just  the  other  day,  NASD  dropped  its 
support  of  the  NV'SE  proposal.  If  the  Big 
Board  doesn’t  likewise  come  to  its  senses, 
the  SEC  should  do  the  public  a  favor  by 
dumping  this  proposal  like  an  odd  lot  of 
Global  Crossing  stock. 
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Gabrielle  Crist 

Reporter 


Gabrielle  was  questioning  her 
career  choice  when  she  attended 
API’s  annual  writing  seminar, 
“Compelling  Storytelling:  Writing 
and  Editing  for  Readers.” 

A  little  while  after  she  returned  to 
her  Texas  newsroom,  she  told  us, 
“One  of  my  bosses  came  up  to 
me  and  said,  ‘I  have  never  sent 
anyone  to  a  seminar  who  came 
back  and  improved  so  much,  so 

4  fast.’  That  was  pretty  cool,  and  I 
have  to  thank  API  for  it.” 

Gabrielle’s  API  experience 
inspired  her  in  her  work  on 
“Eric’s  Blessing,”  a  six-part 
narrative  about  a  family  torn 
apart  by  violence  and  brought 
back  together  by  a  special  kind  of 
love  and  commitment. 

For  this  series,  Gabrielle  was  a 
finalist  in  the  2001  Lone  Star 
Awards. 

(Today,  Gabrielfe  works  for  a  newspaper 
in  Colorado.) 


“I  was  burned  out,  bored  and 
discouraged  ... 

P  Thanks  for  giving  me  my 
\  commitment  back." 


^  I  n 

f  t. 


This  message  was  made  possible  by  support  from  Hearst  Newspap«rs. 


American 

Press 

Institute 


The  Leadership  Place 

www.annericanpressinstitute.org 

11690  Sunrise  Valley  Drive 
Reston,  Virginia  20191-1948 
(703)  630-3611 


No  idling:  Editor  Ken  Edelstein  refuses  to  let  Atlanta's  Creative  Loafing 
age  gracefully,  working  over  an  issue  during  his  weekly  “red-pen  read.” 


As  dailies  look  to  young, 
alt-weeklies  skew  older. 
Who’s  a  threat  to  whom? 

BY  LUCIA  MOSES 


At  alternative  newspapers, 
editors  and  publishers  snick¬ 
ered  when  they  saw  daily 
newspapers’  latest  attempts, 
such  as  the  Chicago  Tribune’s 
RedEye  and  the  Chicago  Sun-Times’  Red 
Streak,  to  woo  young  adults.  Traditional 
dailies,  they  snorted,  lack  the  creativity  and 
“street  cred”  to  win  over  youthful  audiences. 

It  may  be  the  dailies’  turn  to  laugh,  though. 
Beneath  that  self-assurance,  alternative 
weeklies’  own  readers  are  starting  to  show 
gray.  Their  average  reader’s  age  rose  to  46 

last  year  from  38  in  1995,  according  to  the  Media  Audit.  As 
their  average  reader  age  trends  up,  alternatives  have  to 
think  the  unthinkable:  Are  they  losing  the  edge  with  young 
people  that’s  always  been  their  hallmark? 

Meanwhile,  traditional  dailies  are  getting  more  sophisti¬ 
cated  about  reaching  young  audiences,  and  while  alter¬ 
natives  roundly  dismiss  the  recent  crop  of  youth-aimed 
spinoffs  and  special  sections  as  “faux  alternatives,”  they  may 
do  so  at  their  own  peril. 

To  not  take  the  new  daily  initiatives  seriously  “would  be 
stupid,”  says  David  Schneiderman,  CEO  of  Village  Voice 
Media  LLC,  which  owns  The  Village  Voice  in  New  York  and 
five  other  alt-weeklies.  He  decries  the  “blind  arrogance 
of  some  people  in  our  industry'  to  sit  back  and  think  [the 
dailies]  can  never  figure  it  out.”  Instead,  he  lives  by  the 
words  of  one-time  Voice  owner  Rupert  Murdoch,  whom 
he  recalls  once  said,  “Never  underestimate  the  competition 
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Village  Voice  Media  CEO  David  Schneiderman  warns  alternative  weeklies 
that  dailies  —  with  their  heavy  wallets  —  shouldn't  be  taken  lightly. 


—  no  matter  how  small  they  are.” 

Alternatives,  as  an  industry,  have 
matured.  The  biggest  groups,  NT  Media 
LLC  (New  Times)  and  Village  Voice  Media, 
distribute  about  1.89  million  copies  a  week, 
or  roughly  25%  of  the  industry'  total,  but 
many  smaller  clusters  also  mark  the 
landscape.  Their  success  has  led  to  the 
formation  of  chains  of  various  sizes,  and 
attracted  financial  players  and  traditional 
newspaper  companies  (such  as  Gannett  Co. 
Inc.,  Knight  Ridder,  the  Tribune  Co.,  and 
Cox  Enterprises  Inc.)  that  have  invested 


in,  purchased,  or  launched  alt-weeklies. 

As  resources  have  grown  and  their 
founders  have  aged,  the  papers  have 
become  more  professional,  on  both  the 
sales  and  editorial  sides.  Stunts  such  as  the 
ones  pulled  at  Crazy  Shepherd,  the  college- 
based  precursor  to  Milwaukee’s  Shepherd 
Express,  would  no  longer  fly.  Co-founder 
Bill  Lueders,  now  an  editor  at  Isth  m  us  in 
Madison,  fondly  recalls  when  he  dressed 
as  an  unstable  Communist  revolutionary 
in  the  early  1980s  and  visited  gun  shops 
to  show  how  easy  it  was  to  buy  a  gun. 


POWERFUL  STORYTELLING 
RE([UIRES  POLISHED  SKILLS. 
HflYE  YOU  BRUSHED  UP  lately? 
BEEN  TO  POYNTER? 


Newspaper  Reporting,  Writing  &  Editing  I:  Covering  the  Beat 

March  2-7,  2003 

Application  Deadline:  January  6,  2003 

In  this  seminar,  reporters,  editors,  and  copy  editors  will  dig  into  the  special 
challenges  of  defining  a  beat,  developing  and  maintaining  sources,  and  keeping 
fresh  eyes  on  a  well-traveled  beat.  You’ll  focus  on  the  skills  behind  powerful  re¬ 
porting  and  writing  and  effective  editing.  You’ll  learn  practical  approaches  for 
better  storytelling,  stronger  deadline  writing,  ethical  decision-making, 
covering  diverse  communities,  and  coaching. 


Poynter. 


EVERYTHING  YOU  NEED  TO  BE  A  BEHER  JOURNALIST 
www.poynter.org 


Filmmaker  Michael  Moore,  former  editor 
of  The  Flint  (Mich.)  Voice,  uses  guerrilla 
tactics  in  his  popular  documentaries  (such 
as  Bowling  for  Columbine)  but  it’s  hard  to 
find  much  evidence  of  that  in  modem 
alternatives. 

Instead,  they  are  increasingly  partnering 
on  cross-promotions  with  cable  TV  and 
radio  —  and,  sometimes,  even  the  dailies 
they  regularly  ridicule  —  according  to  the 
Association  of  Alternative  Newsweeklies 
(AAN).  And  in  a  move  that  stmck  some 
as  cartel-like.  New  Times  and  Village  Voice 
Media  agreed  two  months  ago  to  shut 
down  competing  papers  in  Los  Angeles 
and  Cleveland,  prompting  a  U.S. 
Department  of  Justice  investigation. 

In  a  harsh  assessment  of  his  former 
industry,  Jim  McDonald,  one-time 
publisher  of  Philadelphia  Weekly,  says: 

“Alts  are  at  the  wrong  end  of  the  product 
cycle.  There  really  aren’t  a  lot  of  issues  to 
drive  the  alternatives  to  be  like  they  once 
were.  They’ve  mainstreamed  to  a  large 
degree,  and  they’re  getting  older.  A 
number  of  their  editors  are  in  their  50s.” 

Everything  new  is  old  again 

Jane  Levine,  the  49-year-old  publisher  of 
the  Chicago  Reader,  whose  median  age  has 
crept  to  36  from  28  in  1987,  sees  growing 
alternative-industry  attention  to  the  aging 
issue.  “For  a  long  time,  we  said,  ‘18  to  34, 18 
to  34,’  ”  she  says,  “and  it’s  just  not  tnie.” 

The  easy  explanation  is  that  baby 
boomers  have  stayed  with  the  paper, 
inflating  the  average  age.  And  many  papers 
insist  they’re  still  reaching  young  people 
just  as  much  as  before.  Still,  worries  persist. 

“I  would  love  to  say  every  18-to-34-year- 
old  picks  up  our  newspapers,  but  1  know  it’s 
not  true,”  says  Fran  Zankowski,  CEO  of 
New  Mass  Media,  the  Tribune  Co.  unit  that 
publishes  the  Hartford  {Conn.)  Advocate 
and  three  other  New  England  alternatives. 
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Cleveland  Scene 


2002 


Seeking  to  lower  his  papers’  average  reader 
age  to  around  35  from  about  40,  Zankow- 
ski,  who  is  48,  is  holding  meetings  of  his 
editors  and  publishers  and  focus  groups  to 
figure  out  a  strategy  to  get  there.  He  hopes 
to  have  a  plan  in  place  by  March. 

As  they  struggle  to 

regain  their  financial  iTTh  h1 1 1  i  I 

footing  after  two 

down  years,  some 

publishers  have 

chosen  to  embrace 

theChicagoR,.^r 

and  Seattle  Weekly,  \  IS  Starting  tO  P8 

welcome  their  older 
readers.  With  a 
median  age  of  38,  the 
Weekly  has  always  targeted  an  older,  more 
upscale  audience  than  the  prototypical 
alternative  weekly.  The  paper  briefly  joined 
the  youth-advertising  gold  rush  in  the  late 
1990s,  but  without  much  success,  according 
to  Editor  Knute  Berger.  And  while  The 
Stranger,  a  Seattle  competitor  founded  just 
over  a  decade  ago,  is  popular  with  young 
people,  Berger  believes  advertisers  are 
perfectly  happy  with  his  older  readers.  “If 


The  Stranger  wants  to  get  everyone  that’s 
18  to  24,  I’m  happy  to  get  the  other  five  or 
she  decades.” 

Most,  though,  are  placing  their  bets  on 
younger  readers. 

“We  want  to  own  21  to  34,”  says  Michele 


inside,  while  Cleveland  Scene,  a  New  Times 
paper,  has  tilted  its  coverage  in  favor  of 
more  music  and  culture  cover  stories  in  the 
past  couple  of  years.  “We  kind  of  got  a  little 
too  serious,  too  intoxicated  with  hard, 

Editor  Pete  Kotz  says,  recog- 

-  nizing  that  a  big  City 

Council  matter  “prob¬ 
ably  isn’t  that  impor- 
*  tant  to  most  people.” 
Taking  a  third 
approach  is  Tampa, 

H  Fla. -based  Creative 
Loafing  Inc.  While 
trying  to  strengthen 
its  young-adult 
readership,  the 
company  also  is 
courting  opinion 
leaders  through 
coverage  of  chic  issues 
in  its  three  weeklies 
in  the  Southeast. 
“We’re  sa\ing,  ‘Let’s 
focus  on  active  people.’  That’s  who  advertis¬ 
ers  want,”  says  Senior  Vice  President  Neil 
Skene.  Atlanta  flagship  Creative  Loafing 
runs  a  confessional  column  called  “Karma 
Cleanser”  and  sex  ads,  but  also  seeks 
interviews  with  political  officeholders.  The 
formula  seems  to  be  working:  Readership 
among  both  18-  {continued  on  page  33} 


serious  news. 


Giving  politics  the 
raspberries:  Editor 
Pete  Kotz  realized 
that  zoning-board 
scandals  tended  to 
dampen  the  Scene. 


Laven,  president  and  chief  operating  officer 
of  NT  Media,  parent  of  the  11  New  Times 
papers.  Both  New  Times  and  Village  Voice 
Media  emphasize  youth-oriented  stories, 
because,  as  Schneiderman  says,  “If  you 
don’t  keep  bringing  new  people  into  your 
publication,  you  will  die.” 

Thus,  The  Village  Voice  featured  Eminem 

on  a  recent  cover  and  _ 

tucked  a  political  story 


haired)  stafters.  One 

scene  showed  two  of 

them  gazing  sadly  at 

an  old  photograph  of  ' 

the  staff  in  its  radical  ^ 

1960s’  heyday.  LJ 

The  problem:  By 

1977)  there  were  few  m 

longhairs left.  I  I  M 

happened  to  be  one  of  |  I  ym  I  Mk 

them,  as  senior  editor  of  |  ■  ^  %  g 

the  legendary  magazine 

to  know  the  movie’s  set 
photographer,  the 

ex-wife  of  a  famous  ’60s  rock  star.  She 
asked  a  few  of  us  Crawdaddy  types  to 
show  up  when  she  shot  the  ’60s  photo  in 
front  of  a  warehouse  in  Soho.  It  was 
summer,  but  we  were  to  wear  winter 
clothes,  the  proverbial  cold  day  in  August. 

In  the  finished  film,  the  photo  appears 


For  anyone  who  thinks  the 

corporate  takeover  of  alternative 
weeklies  is  a  recent  phenomenon. 
I’m  here  to  tell  you  it  ain’t  exactly  so.  And 
I  have  my  one  Hollywood  film  credit  to 
prove  it. 

Way  back  in  1977,  director  Joan  Micklin 
Silver  prepared  a  low-budget  film  called 
Between  the  Lines,  set  in  Boston  at  a  ficti¬ 
tious  alt-weekly,  the  Back  Bay  Mainline. 
The  paper  was  obviously  modeled  on  the 
two  Boston  papers  then  in  a  fight  to  the 
death,  the  Phoenix  and  The  Real  Paper. 
The  movie  would  star  a  group  of  near- 
unknowms:  John  Heard,  Jeff  Goldblum  (as 
a  scuzzy  rock  critic),  Lindsay  Crouse,  Jill 
Eikenberry,  and  Bruno  Kirby,  plus  the 
inevitable  Michael  J.  Pollard  (as  a  hawker). 

But  the  director  had  a  problem.  The 
film’s  script  had  the  owners  of  the 
Mainline  contemplating  selling  out  to  a 
corporate  chain,  an  idea  condemned  by 
most  of  the  funky  (though  rather  short- 


for  a  few  seconds,  as  the  staffers  clear 
out  their  offices  —  after  the  sellout  to 
the  corporate  monster.  Two  years  later, 
Crawdaddy  died.  Then,  The  Real  Paper 
died.  But  Jeff  Goldblum  became  a  star. 
There  just  ain’t  no  justice  in  this  world, 
as  we  used  to  say.  —  Greg  Mitchell 
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On  Your  (Trade)marks:  Get  It  Right 


When  "spackle"  appeared  as  the  answer  on  the  TV 

game  show  Who  Wants  to  Be  A  Millionaire  a  few 
years  ago,  trademark  attorney  Kevin  G.  Smith  prompt¬ 
ly  received  a  phone  call  from  Edward  Norton  Jr.,  president  of  the 
Muralo  Co.,  which  has  owned  the  trademark  to  Spackle  surfacing 
compound  since  1929.  Millionaire,  noted  Norton's  wife,  had  dis¬ 
played  the  name  in  un-trademarked,  lowercase  form. 


novelty  items  —  could  do  harm  to  the  distinctive  quality  of  its 
own  trademark  by  diluting  its  impact. 


So  Smith,  a  partner  in  the  firm  of  Shughrue  Mion  PLLC,  wrote 
the  British  company  that  owns  the  game  show  a  "conscious¬ 
ness-raising"  letter  to  apprise  them  of  their  error. 


And  while  most  editors  and  publishers  will  not  likely  encounter 
trademark  protection  in  the  form  of  a  lawsuit  (though  the  Wall 
Street  Journal  objected  when  a  Maine  couple  attempted  to  reg¬ 
ister  the  name  of  their  kiddie  newspaper,  the  Small  Street 
Journal),  they  do  deal  with  myriad  trademarked  words  in  the  flow 
of  copy  every  day.  Perhaps  yours  was  one  of  the  paper's  that  mis¬ 
used  Spackle  in  a  column  on  home  maintenance.  You  might  then 
have  received  one  of  Smith's  "consciousness-raising"  letters. 


"They  apologized  and  guaranteed  it  wouldn't  happen  again," 
says  Smith  wryly.  "It  wasn't  likely  to  show  up  as  an  answer 
again  on  the  same  show,  anyway."  He  stresses  the  importance 
of  companies'  remaining  vigilant  about  every  instance  of  misuse 
that  they  come  upon:  "If  you  ever  end  up  in  court  with  some¬ 
one  who  claims  your  trademark  is  generic,  you  can  bring  out  a 
file  of  these  letters  as  evidence  that  you  have  been  policing  your 
rights  all  along." 


"Usually  the  general  response  after  we  write  letters  is,  'We  did¬ 
n't  know,  and  we'll  change,"'  says  Smith.  "I've  never  had  any¬ 
one  say,  'No,  I  won't  stop  lowercasing  Spackle!"' 


TRADEMARK  GRAVEYARDS 


Though  Spackle  is  still  alive  and  well  as  a  registered  trade¬ 
mark — thanks  in  part  to  the  vigorous  policing  of  just 
such  instances  of  incorrect  usage — many  trademarks 
have  passed  into  lowercase  oblivion.  They  become  victims  of 
"genericide,"  the  process  by  which  a  mark  becomes  so  popular 
and  so  widely  referred  to  as  the  very  embodiment  of  its  product 
category  that  it  loses  its  ability  to  function  as  a  "source  identifi¬ 
er.  "  It  then  morphs  from  adjective — trade- 
marks  are  always  adjectives — into  a  com- 
I  monplace  noun.  Hence,  the  fate  of  formerly 
-irt  I  trademarked  adjectives  such  as  shredded 

I  wheat  cereal,  thermos  temperature-retain- 
n&  I  ing  vessel,  and  escalator  moving  stairway. 


Trademark  protection  is  serious  business.  Recently  the  women's 
lingerie  company  Victoria's  Secret  argued  before  the  U.S. 
Supreme  Court  that  a  store  in  Elizabethtown,  Ky.,  that  used  the 
name  "Victor's  Little  Secret" —  and  which  sells  adult  toys  and 


Whether  you’re  running, 
skiing,  hiking  or  writing, 
if  you  use  GORE-TEX®  fabric 
correctly,  we’ll  all  feel 
comfortable. 


GORE-TEX*  fabric  is  the  original  waterproof/breathable 
fabric  that  revolutionized  the  outdoor  sportswear  mar¬ 
ket,  and  it’s  now  used  in  many  industrial  and  medical 
applications,  too. 

GORE-TEX  should  never  stand  alone.  Always  use  it 
to  modify  a  noun,  such  as  GORE-TEX*  fabric,  GORE-TEX* 
gloves,  GORE-TEX*  outerwear. 

Your  comfort  is  what  our  remarkable  fabric  is  all 
about.  So  please  keep  us  comfortable  by  using  our 
trademark  correctly.  _ 

GORE-TEX®  is  a 

registered  trademark  of  _ ■  \ 

W.  L.  Gore  &  Associates,  Inc.  creativeTechnoiogms 

'  vvnnnhA/infi 


Obviously,  trademark  owners  do  not  want 
to  see  their  well-nurtured  brands  lose  their 
uniqueness.  When  introducing  new  prod¬ 
ucts,  companies  now  take  great  care  to  pro¬ 
vide  a  generic  name,  along  with  the  brand 
name,  so  the  public  doesn't  have  to  use  the 
brand  to  identify  competing  products.  The 
result:  You  exercise  in  your  Rollerblade  in¬ 
line  skates,  wearing  your  Gore-Tex  water- 
repellent  outerwear,  while  listening  to  a 
Books  on  Tape  audiotape  on  your 
Walkman  portable  tape  player,  perhaps 
while  sipping  your  Frappucino  coffee. 


Creative  Technologies 
VVorldwide 


"Whenever  we  see  a  misuse  in  the  media, 
our  law  group  sends  out  a  letter  explaining 
that  Books  On  Tape  is  a  trademark,"  notes 
Colleen  Schwartz,  publicist  for  Books  On 
Tape.  "It's  part  of  the  education  process. 
We  have  a  Webmaster  on  our  site  monitor¬ 
ing  the  Internet  for  Books  On  Tape  refer¬ 
ences.  We  take  out  ads.  We  don't  want 
Books  On  Tape  to  become  another  'ther¬ 
mos,'  ending  up  in  the  public  domain." 


f  ' 


1 


We  couldn’t  have  said  it 
better  ourselves. 


NATIONAL  ASSOCIATION 
OF  REALTORS® 
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W.L.  Gore  &  Associates,  maker  of  the  ubiquitous  Gore-Tex  fab¬ 
ric,  takes  an  especially  comprehensive  approach  to  policing  its 
trademark.  The  company  uses  clipping  services  to  obtain  all  ref¬ 
erences  that  appear  internationally  and  manually  reviews  each 
one  for  misuse. 

"All  6,000  employees — we  call  them  associates — and  particular¬ 
ly  those  who  have  customer  contact  through  sales,  marketing 
and  marketing  communications,  learn  the  proper  use  of  our 
trademarks,  receive  remedial  reminders,  and  forward  any 
detected  misuse  to  our  legal  department  for  action,"  says  Ed 
Schneider,  associate  vp  for  corporate  communications.  "If  it's  a 
product  advertisement,  our  legal  department  issues  a  friendly 
letter  or  e-mail  to  the  author  or  to  the  store."  Though  the  com¬ 
pany  seldom  gets  direct  responses  from  recipients  of  these  let¬ 
ters,  reporters  and  journalists  who  cover  the  industries  that 
Gore-Tex  is  part  of  generally  will  try  to  observe  proper  usage  in 
subsequent  stories,  Schneider  notes. 

The  company  also  routinely  provides  a  "Correct  Trademark 
Usage"  pamphlet  to  the  media  and  takes  out  trademark  adver¬ 
tising  in  a  variety  of  publications. 

"Not  surprisingly,"  Schneider  points  out,  "we  have  found  a 
direct  correlation  between  product  advertising  frequency  and 
observance — the  greater  the  frequency  of  product  advertising, 
the  better  the  observance  of  proper  usage." 

The  E.l.  du  Pont  de  Nemours  and  Co.  also  rigorously  polices  its 
trademarks — among  them  Teflon  and  Lycra — using  its  94,000 


employees  around  the  world.  "Our  employees  are  constantly 
monitoring  for  trademark  misuse,"  explains  company  trademark 
attorney  Giselle  Ruiz-Arthur.  "We  also  have  trademark  represen¬ 
tatives  and  brand  managers  whose  responsibilities  include  moni¬ 
toring  and  actually  correcting  the  misuse  by  contacting  the  cus¬ 
tomer  or  person/company  involved,  and  if  misuse  or  infringe¬ 
ment  is  not  corrected  then  the  case  is  sent  to  the  Trademark  & 
Copyright  Group  in  Legal  for  handling."  In  one  recent  instance 
of  misuse,  Ruiz-Arthur  contacted  Newsweek  about  its  use  of 
the  phrase  "teflon  CEO,"  only  to  see  the  same  phrase  in  Time  a 
week  later.  "I  told  Newsweek,  'Don't  you  pass  on  your  articles 
from  proof-editors  to  your  legal  deparment  for  review  to  avoid 
misuse  and  trademark  infringement  ?  Once  it's  published,  it's 
out  there,  wrongly  informing  people  how  to  use  a  trademark.  In 
most  misuse  cases,  it  is  unintentional.  You  have  to  do  what  will 
preserve  the  integrity  of  a  trademark  and  its  reputation.  A 
trademark  is  like  your  name.  You  can't  break  it  up,  pluralize  it, 
hyphenate  it.  You  have  to  use  it  as  it's  registered." 

HEADING  FOR  TROUBLE 


V 


YOU  CAN'T  SPELL  SPACKLE 
WITHOUT  AN  "R"! 


igilance  about  correct  trademark  usage  extends  beyond 
products;  certain  collective  memberships  have  trademark 
status,  too,  and  require  capitalization. 

Consider  the  term  "Realtor,"  which  is  often  used  interchangeably 
with  the  term  "real  estate  agent"  or  "real  estate  broker."  As  the 
AP  Stylebook  explains,  you  should  use  "Realtor"  only  if  there  is 
a  reason  to  indicate  that  the  individual  is  a  member  of  the 

National  Association  of  Realtors,  an  organi¬ 
zation  that  among  other  things  requires  its 
members  to  abide  by  a  17-article  code  of 
ethics  and  take  continuing  education  courses 
that  go  far  beyond  the  licensing  require¬ 
ments  for  real  estate  agents. 


SPACKLE®  is  a  registered  trademark  of 
The  Muralo  Company,  Inc.,  and  has  been  since  1927. 

SPACKLE®  is  not  a  verb,  so  you  can't  "spackle"  a  hole  in  the  wall. 
You  can,  however,  repair  that  hole  with  Spackle®  brand  surfacing 
compound,  and  we  hope  you  will. 

And  please,  whenever  possible,  note  that  SPACKLE®  is  a 
registered  trademark  of  The  Muralo  Company,  Inc.  Thank  you  for 
your  help  in  protecting  our  valued  trademark. 


SINCE  m94 

The  Muralo  Co.,  Inc. 

148  E.  Fifth  Street,  Bayonne,  NJ  07002 
Los  Angeles  -  Chicago  -  Atlanta 


Most  writers  on  a  real  estate  beat  get  that 
right,  according  to  Michael  Thiel,  counsel  in 
the  legal  affairs  department  of  the  NAR.  The 
problem  shows  up  in  the  headlines.  "It's  the 
disconnect  between  the  people  who  write 
the  stories  and  the  ones  who  write  the  head¬ 
lines — they're  mainly  concerned  with  space. 
So  you  get  'Realtor'  in  the  headline  instead 
of  'real  estate  agent.'"  Because  the  NAR  is  a 
federation  of  some  1,700  associations 
around  the  country,  Thiel  explains,  it's  easier 
to  allow  the  local  membership  to  monitor 
and  address  incorrect  usage.  "I  don't  write 
too  many  letters  myself,"  he  notes,  "unless 
it's  a  national  paper.  We  do  try  to  educate 
writers  and  editors  by  taking  out  ads  in 
Editor  &  Publisher  and  American 
Journalism  Review,  our  target  audience." 

Smith  acknowledges  that  the  newspaper 
industry  has  improved  greatly  in  its  handling 
of  trademarks  since  he  began  working  in 
the  field  in  1980.  "I've  seen  fewer  and 
fewer  abuses  in  print  over  the  years,  and 


A  NOTE  OF  INFORMATION  AND  ENTREATY 
TO  FASHION  EDITORS,  ADVERTISERS. 
COPYWRITERS  AND  OTHER 
WELL-INTENTIONED  MIS-USERS  OF 
OUR  CHANEL  NAME. 


CHANEL  was  a  designer,  an  extraordinary  woman  who  made 
a  timeless  contribution  to  fashion. 

CHANEL  is  a  perfume. 

CHANEL  is  modern  elegance  in  couture,  ready-to-wear, 
accessories,  watches  and  fine  jewelry. 

CHANEL  is  our  registered  trademark  for  fragrance,  cosmetics, 
clothing,  accessories  and  other  lovely  things. 

Although  our  style  is  justly  famous,  a  jacket  is  not  ‘a  CHANEL  jacket’ 
unless  it  is  ours,  and  somebody  else’s  cardigans  are  not  ‘CHANEL  for  now.’ 

And  even  if  we  are  flattered  by  such  tributes  to  our  fame  as  ‘Chanel-issime, 
Chanel-ed,  Chanels  and  Chanel-ized’,  PLEASE  DON’T.  Our  lawyers 
positively  detest  them. 

We  take  our  trademark  seriously. 


Merci, 


CHANEL  Inc 
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more  on  the  Internet,"  he  says.  "There's  no  editorial  review 
there;  [it's]  people  just  writing  and  posting.  But  trademarks  are 
an  intellectual  property.  I  tell  people,  whenever  in  doubt  about 
a  word's  trademark  status,  make  it  look  and  smell  like  one,  just 
to  be  safe. " 

One  that  might  not  "smell"  like  a  trademark  is  "Little  League," 
often  indiscriminately  applied  to  any  sort  of  youth  baseball  pro¬ 
gram.  But  "Little  League"  is  one  of  several  registered  trade¬ 
marks  owned  by  Little  League  Baseball  Inc.,  a  nonprofit  organi¬ 
zation  headquartered  in  Williamsport,  Pa.  The  current  issue  of 
the  AP  Stylebook  and  Manual  informs  that  the  terms  "Little 
League"  and  "Little  Leaguer"  should  be  used  only  in  conjunc¬ 
tion  with  programs  associated  with  Little  League  Baseball  Inc. 

A  TRADEMARK  PRIMER 

First,  the  basics.  Trademarks  can  be  a  word,  symbol,  logo 
or  design — or  any  combination  thereof — that  identifies 
and  distinguishes  a  specific  product  from  others  in  the 
marketplace.  Treated  accurately,  they  continue  to  do  their  job. 
Improper  use  contributes  to  the  erosion  of  the  trademark's  dis¬ 
tinguishing  function. 

Editors  may  encounter  two  other  types  of  trademarks  besides 
the  ones  used  in  the  marketplace.  Collective  marks  indicate 
membership  in  a  group  association  where  only  members  of  the 
group  or  organization  can  use  the  collective  mark.  (Remember 
Realtor?  Consider  also  AFL-CIO).  Certification  marks  signal 
that  a  product  or  service  meets  a  certain  standard  of  quality  or 


is  of  a  regional  origin.  No  doubt  the  most  familiar  one  is  the 
Good  Housekeeping  Seal  of  Approval. 

Some  guidelines  when  using  trademarks; 

Make  trademarks  stand  out  from  surrounding  text  at  least 
with  initial  capital  letters  or  in  all  capital  letters.  Use  boldface  or 
italic  fonts,  or  place  quotes  around  the  trademark:  "Jet  Ski" 
personal  watercraft,  Chanel  accessories. 

Trademarks  are  adjectives;  they  should  be  followed  by  a 
generic  noun.  Think  Post-it  notes,  Kleenex  tissues. 

Pluralize  the  noun,  not  the  trademark.  You  can  buy  LEGO 
blocks,  not  LEGOs.  For  trademarks  ending  in  "s,"  never  remove 
the  "s"  to  make  the  trademark  singular.  Thus,  a  Baggies  plastic 
bag.  Baggies  plastic  bags,  but  never  a  Baggie. 

Never  use  trademarks  as  verbs.  You  can  make  a  copy  on  a 
Xerox  copier,  but  you  can't  "xerox"  something. 

Never  modify  a  trademark  that  is  possessive  in  form,  e  g., 
Levi's  jeans,  not  Levi  jeans. 

Don't  confuse  trade  names  with  trademarks.  A  trade  name 
is  simply  a  corporate  or  business  name,  and  therefore  a  proper 
noun.  So  trade  names  get  all  the  rights  accorded  any  proper 
noun — you  can  use  the  possessive  form,  you  don't  need  to  use  a 
generic  term  after  them.  However,  a  trade  name  can  also  func¬ 
tion  as  a  trademark  depending  on  the  context.  If  the  name  is 
used  as  a  noun  ("These  athletic  shoes  are  made  by  Reebok"),  it's 
a  trade  name.  But  if  it's  used  as  an  adjective  ("You  can  get  your 
Reebok  shoes  here"),  it  is  a  trademark. 


BOTOX^  isn’t  a  nickname.  It  isn’t  generic  for  botulinum 
toxin  and  it  isn’t  a  verb. 

And,  BOTOX®  is  a  registered  trademark  of  Allergan,  Inc. 

So  when  you  write  about  BOTOX®  Cosmetic  therapy,  don’t 
make  the  mistake  of  forgetting  the  proper  way  to  use  the 
BOTOX®  trademark:  as  an  adjective  and  as  a  brand  name. 

'Borox' 

— Cosmetic 

Botulinum  Toxin  Type  A 

ALLERCAIV  ©2002  .AIIcT^iin,  Inc.,  Irvine.  CA  92612 
BOTOX  is  a  registered  tniJeinark  owned  by  Allergan,  Inc.  020i6H8 


RESOURCES  I 


One  starting  point  for  checking  trademark  usage  | 
is  a  standard  dictionary,  trademark  attorney  Kevin  j 
G.  Smith  advises.  "We  ask  people,  if  there's  any  j 
question,  to  do  a  minimum  amount  of  checking —  j 
and  most  dictionaries  will  tell  you  if  something  is  a  i 
trademark."  Then  there  is  the  trusty  AP  Stylebook,  | 
which  identifies  numerous  trademarked  words.  j 

The  International  Trademark  Association  also  offers  j 
help  on  several  fronts.  It  publishes  a  useful  media 
kit  that  contains  a  revised  trademark  checklist 
showing  the  correct  spelling,  punctuation  and  j 
capitalization  for  nearly  3,000  trademarks.  It's  j 
available  for  $20  from  the  International  Trademark 
Association  (1133  Avenue  of  the  Americas, 

New  York,  NY  10036).  Additional  information 
is  available  on  the  association's  Web  site  at 
www.inta.org.  INTA  also  operates  a  trademark 
hotline  from  2  to  5  p.m.  (Eastern  Standard  Time). 

You  can  also  search  trademark  status  at  the 
United  States  Patent  and  Trade  Office  Web  site, 
http://www.uspto.aov/web/menu/tm.html  Click 
on  "Trademark  Electronic  Search  System"  (TESS). 
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FREQUENTLY  MISUSED  TRADEMARKS 


Alka-Seltzer  antacid  analgesic  tablets 
Ant  Farm  ant  vivarium 
AstroTurf  synthetic  turf 
Baggies  plastic  bags 
Band-Aid  adhesive  bandages 
Ban  Lon  clothing 

Books  On  Tape  pre-recorded  audio  cassette  tapes 
Beanie  Babies  plush  toys 
Bundt  baking  pans 
BVD  undenA/ear  and  activewear 
Car-Freshener  cleaning  and  polishing  pads 
Carousel  slide  projectors 

Chanel  clothing,  accessories,  perfume,  cosmetics 
Chap  Stick  lip  balm 

Claymation  animated  motion  picture  services 
Cool  Ranch  flavoring  for  corn  chips 
Creamora  nondairy  coffee  creamer 
Crock-Pot  electric  cooking  appliance 
Cyclone  fences 
Day-Glo  inks,  paints,  pencils 
Dictaphone  voice-processing  products 
Dixie  paper  cups 

Dumpster  trash  containers  and  hoisting  units 
Dog  Chow  pet  food 


Express  Mail  overnight  and  international  delivery  services 
Fiberglas  yarn,  fibers,  insulation 
Formica  laminated  plastic 

Fotomat  retail  drive-in  photographic  supply  store  sen/ices 
Frappucino  coffee,  shakes,  ice  cream 
Frisbee  flying  discs 
Fudgsickle 

Godzilla  films,  toys,  games 
Gore-Tex  water-repellent  fabric  and  outerwear 
Handi-Wipes  towelettes 
Hide-A-Bed  sofa  beds 
Honey  baked  Ham  gourmet  ham 
Hush  Puppies  shoes  and  clothing 
Instamatic  cameras 
Jeep  all-terrain  vehicles 
Jell-0  gelatin  and  pudding 
Jet  Ski  personal  watercraft 
Jumbo  Iron  large-screen  TVs 
Kleenex  tissues  and  napkins 
Kotex  sanitary  napkins  and  tampons 
Krazy  Glue  adhesives 
LaserJet  printer 

Laundromat  self-sen/ice  laundries 
Lava  lamps 


FedExMs  Not  Synonymous 
With  Overnight  or  Express  Shipping. 


That's  why  you  can't  FedEx  your 
package.  FedEx®  is  not  a  noun, 
verb,  adverb  or  even  a  participle. 

It  is  an  adjective  and  identifies  our 
unique  brand  of  shipping  services. 
So  if  you  want  to  send  a  package 


©  2002  FedEx 


overnight,  ask  for  FedEx®  delivery 
services.  Help  us  protect  our  marks. 
Ask  us  before  you  use  them,  use 
them  correctly,  and,  most  of  all,  only 
ask  for  FedEx®  delivery  services. 


fedex.com 


FecOsx 


SPECIAL  ADVERTSING  SECTION 


FREQUENTLY  MISUSED  TRADEMARKS  (contmued) 


Liquid  Paper  correction  fluid 
Little  League  Baseball  baseball  sports  services 
Magic  Marker  felt-tipped  pens 
Mercurochrome  antiseptic 
Muzak  background  music  systems 
Mylar  polyester  film 
Nautilus  exercise  equipment 
No-Doz  drowsiness-relief  tablets 
Novocain  local  anesthetic 
Pampers  disposable  diapers 
Personal  Pan  Pizza  pizza 
Ping-Pong  table  tennis  equipment 
Plexiglas  transparent  resinous  material 
Popsicle  flavored  ices 
Porta-John  portable  toilets 
Post-it  note  pads,  self-stick  notes 
Pyrex  glassware 
Q-tips  cotton  swabs 

Realtor  real  estate  broker,  member  of  the  National  Ass'n.  of  Realtors 
Reddi-whip  whipped  topping 
Rollerblade  in-line  skates 
Scotch  adhesive  tape 
Slurpee  semi-frozen  soft  drinks 
Sno-Kone  flavored  ices 


Spackle  surfacing  compound 
Seedo  swimwear,  sunglasses,  athletic  gear 
Spic  and  Span  all-purpose  cleaner 
Sterno  cooking  fuel 
Styrofoam  plastic  foam 
Teflon  fluorocarbon  resins,  non-stick  coating 
Thinsulate  thermal  insulation 
Toll  House  chocolate  products 
Top-Sider  shoes,  boots 
Trojan  prophylactic 
Tuna  Helper  main  meal  mix 
Ty-D_Bol  automatic  toilet  bowl  cleaner 
Ultrasuede  fabric 
Valium  tranquilizer 

Walkman  portable  tape  and  CD  players 
Weedwacker  weed  and  grass  trimmers 
Welcome  Wagon  advertising  services,  greeting  services 
Wiffle  plastic  balls  and  bats 
Wing-Nut  connecting  members  for  joining  wire  ends 
Wite-Out  correction  fluid 
Wonderbra  brassieres 
X-Acto  knives 

Xerox  photocopies,  copies,  computer  systems 
Ziploc  resealable  plastic  bags 


wondeitira 


We  find  it  very  uplifting  when  our  friends  in  the  publishing  business  use  our  trademark 
properly,  as  an  adjective  to  identify  our  intimate  apparel  products. 


When  you  use  the  Wonderbra*  trademark  improperly,  however,  as  a  generic  term,  you  are 
really  letting  us  down,  which  in  our  business  we  like  to  avoid  whenever  possible. 


Wonderbra  is  a  registered  trademark  of  Canadelle  Limited  Partnership. 
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EDITORfS?  PUBLISHER 


Phone:  1-888-825-9149  ~ 


-  Fax :  (646)  654-5312 


MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


-FEATURES  AVAILABLE- 


ASTROLOGY 


LOOKING  FOR  A  CLEAR-HEADED,  practi 
cal  and  philosophical  astrology  column? 
Planet  Waves  by  Eric  Francis,  seven  years 
running.  (206)  5674455. 

_ MOVIE  REVIEWS _ 

MOVIE  CHOICES  FOR  KIDS 

Weekly  column  attracts  families. 

Email:  moviechoices@cs.com  or  call 
Jean  Joachim  (212)  799-6416  for  samples. 


PUZZLE  FEATURES  SYNDICATE 

The  Finest  in  Daily  and  Sunday  Crosswords 
Call  (800)  2924308/(909)  929-1169 


-ANNOUNCEMENTS- 


ANNOUNCEMENTS 
WILL  YOU  BE  HERE? 

We’re  looking  for  Anniston  (AL)  Star  Alums 
for  the  first  ever  “Reporters’  Reunion  to  be 
held  at  our  new  Facility  December  13-14.  If 
you  are  one  or  know  one,  please  email 
ASAP  with  names  and  addresses  to: 
|osephineayers@aol.com  Or  call: 

(256)  235-9209 


_ EDUCATION _ 

WORLD  JOURNALISM  INSTITUTE 

Are  you  interested  in  being  a  Christian  jour¬ 
nalist?  The  World  Journalism  Institute  has  a 
number  of  journalism  courses  scheduled 
throughout  the  year  in  New  York  City,  Wash¬ 
ington,  DC,  Los  Angeles  and  Asheville,  NC. 
Academic  credit  is  available.  Check  us  out  at 
www.woridji.com  We  may  be  right  for  you. 


NEWSPAPER  APPRAISERS 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356 

WHATS  YOUR  PAPER  WORTH?? 

Free  Confidential  Valuation  at 
www.mediamergers.com 
W.B.  Grimes  &  Co.,  (301)  253-5016 
America’s  leading  appraisers  -  Est.  1959 

NEWSPAPER  BROKERS 

l.cacter  in  Sale 
of  Community  K..  w 
Newspapers'  M 

Check  our  references 

(214)  265-‘>3(M) 
Rickcnbachor  IVli'cliii 


BOLITHO  MEDIA  SERVICE 
THOMAS  C.  BOUTHO 
“A  tradition  of  service  to 
community  newspapers” 
(580)  421-9600 
P.O.  Box  1985,  Ada,  OK  74821 
www.bolitho.com 

www.editorandpublisher.com 


-ANNOUNCEMENTS- 


NEWSPAPER  BROKERS 


America’s  Leading  Brokers  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Scott  McGraw,  Midwest 
(602)  615-0098 
John  Szefc,  Northeast 
(845)  291-7367 

Stephen  Klinger,  Southwest/West 
(505)  524-0122 

Bill  Eubank,  Southwest/South/Plains 
(832)  594-8263 
www.mediamergers.com 

GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Appraisals,  Sales,  Acquisitions,  Mergers 
(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 

MEDIA  AMERICA  BROKERS 

The  Pinnacle,  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta,  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 

Lon  W.  Williams 

MICHAEL  D.  LINDSEY 

www.publicationsforsale.com 
(307)  772-0003,  Fax  (307)  772-0004 

NEWSPAPER  APPRAISERS 


NEWSPAPERS  WANTED 


i  WANTED  TO  PURCHASE:  Smalltown  : 

:  newspapers  with  paid  circulation  4,000  or  j 
I  above  by  award-winning  non-public  group  i 
I  that  will  treat  your  employees  and  your  , 

:  community  as  well  as  you  have  done. 

I  Box  2036,  Editor  &  Publisher  I 

770  Broadway,  7th  FI,  NY,  NY  10003  j 

!  -  I 

NEWSPAPERS  FOR  SALE 

EAST  TEXAS  WEEKLY,  growing  area,  j 
I  large  beautiful  lake,  larger  towns  nearby,  ' 

I  metro  two  hours  away.  Bill  Berger,  Associ-  ! 
ated  Texas  Newspapers,  (512)  476-3950, 
1801  Exposition,  Austin,  TX  78703. 

For  a  list  of  Properties,  for  sale  go  to  ; 
www.mediamergers.com  \ 

W.B.  Grimes  &  Co.-  Est.  1959 

ONCE-IN-LIFETIME  opportunity.  Estab-  : 
I  lished  weekly  with  big  potential  in  Idaho  ; 
1  mountains  near  new  ski  resort. 
greatweekly@yahoo.com 

PUBLICATIONS  FOR  SALE 

SMALL  66-YEAR  FRUIT  publication, 

I  24-32  pages,  1 1  times  a  year. 

!  Loyal  subscribers/advertisers.  , 
Box  3149  Editor  &  Publisher  Classified 
j  770  Broadway  7th  Floor 

I  New  York,  NY  10003 

NEWSPAPER  APPRAISERS 


Brokers  and  appraisers  for  79  years 

Thousands  of  papers  sold  and  appraised  since  1923 
Confidential  appraisals  for  estate,  ESOP,  bank,  stock,  assets. 

John  Crihh  •  Jim  Hicks 

Tom  Karavakis  •  (iary  Greene  B  1^  I 

&  ASSOCIATES 


-EQUIPMENT  &  SUPPLIES- 


DONT  SELL  YOUR  PRESS 
Until  You  Contact 

Newman  International,  L.L.C. 

Web  Press  Sale 

“Worldwide  Markebng  of  Commercial 
Web  and  Newspaper  Web  Presses” 
PRESSES  WANTED:  HARRIS  V25  V22 
VI 5A  VI 5D  or  845;  KING  Process  Color 
or  Daily;  GOSS  Community  Urbanite 
Metro;  SOLNA  D30  C96 
Tel;  (913)  648-2000 
Fax;  (913)  648-7750 

GOSS  SSC,  new  lO'si',  1986,  iTlii, 

8  mono  units,  two  4-high  stacks  each  with 
Tec  12’  dryers  and  chills,  UOP  color  unit,  2 
SSC  folders  (one  with  upper  former),  with 
DP  and  cross  perferred  5  motors  and  con¬ 
trollers,  2  Enkel  splicers,  infeeds,  web 
guides,  cutoff  controls. 

Recently  rebuilt,  producing  high  quality  4/C 
heatset  work.  Available  as  a  complete 
pressline  or  individual  components. 

Webeq  International,  Inc. 

(847)  459-9700;  Fax:  (847)  459-9707 
presssales@aol.com 

MOST  EXTENSIVE  SELECTION  OF 

USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


40  YEARS  NEWSPAPER 
EXPERIENCE 


104  East  Main,  Suite  402,  Bozeman,  MT  59715  •  (406)  586-6621  •  FAX  406-586-6774 


EQUIPMENTS  SUPPLIES- 


EQUIPMENT  FOR  SALE 

GOSS  COMMUNITY,  9  floor  units,  SC  folder 
with  upper  former;  60  h.p.  drive  with 
controller.  Oil  bath.  $150,000  negotiable; 
will  break  up.  Now  available.  Times  Printing 
Co.,  Inc.  Manteo,  NC.  (252)  473-2105. 

WEB  PRESSES  &  AUXILIARIES 

www.graphicmachinesales.com 
(815)  6484611  or  fax  (815)  648-2856 

_ MAII.ROOM _ 

NEWSTEC,  INC 

Specializing  in  Inserters  and 
Post  Press  Controls  -  •  Installation 
•  Spare  Parts  •  Buy/Sell  used  Inserters 
Terry  Connors,  Vice  President  of  Sales 
Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
tconn3317@aol.com 


u  1  Service,  Inc. 

Dank,  Stock,  assets.  j  |  Nationwide  TELEMARKETING  | 

Cutting-Edge  Technology 
Horace  Southward/Eric  Southward 

X^JLVX  JLF  1.,^  I  (800)950-8475  I 

&  ASSOCIATES  www.metro-news.com 

Publication  Brokefage  &  Appraisal  *  ' 

V  .A,:  =0^  CIRCULATION  III  PROMOTIONS,  INC. 

(6-6621  «  FAX  406-586-6774  Your  telemarkebng  partner  into  the  21  st 

j  century!  Bob  Price;  (949)  760-3939 
'  Circulationiii.com 

-  CIRCUUTION  SERVICES,  INC  Customer 

MAlLKOUM _  Service  Overflow  Support  Never 

Drop  A  Customer  Call  Again  -  Route 
/ALL  MAILROOM  EQUIPMENT  Them  To  Us!  We  have  120  web  enabled 
Her  Martini/Rima/Quipp  j  agents  ready  to  help  your  customers.  A 

larris/Heidelberg/Hall  j  must-have  for  emergencies,  after-hours  and 

ler/Trimmers  &  Inserters  1  weekends.  Costs  based  solely  on  customer 

Scott  &  Associates,  Inc.  :  demand.  Call  Andy  Orr  at  (970)  493-0470 

7-9355  Fax:  (256)  997-9656  :  ext.  109  for  more  information. 

-  HEADLINE  PROMOTIONS.  INC. 

PRESSES _  Cold-Calling  Specialists. 

Programs  Include: 

•  Starts  ‘Stop-Saver  •  Verification 

(800)  260-9923 

J  ^  ^  Dennis  McQuillan 

PRO  STARTS 

iwsDBper  Machinefy  Cofporaiion  professionaltelemarketing  services 

.nouogi.  mai,  wipuiaiivii  FOR  BUILDING  CIRCULATION 

SI  ol  ptesses  (8111)255-67(6  or  (913)(92-9050  TOM  ZGONC  (800)  7766397 

DiwwBlanitiewscDiii _  WWW.PROSTARTS.COM 
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_ MAILROOM _ 

BUY/SELL/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heidelberg/Hall 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax:  (256)  997-9656 


Inland  Newspaper  Machinefy  Cnrppratipn 

Foi  a  comilele  list  ol  presses  18111125567(6  or  (913)  (92-91)50 
wiNnlanilnewscDiii 


T 


Phone:1-888-825-9149  - 


CLARIFIED  ADVERTISING 


MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
Quantity  sales!  Phone:  (732)  738-5100 
FAX:  (732)  738-5115 
E-mail:  mpi@marketingplusinc.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 

WESTPARK  DIRECT 
Intelligent  Circulation  Marketing 

www.westparkdirect.com 


COMPUTER  SOFTWARE 


SOETWARE  for  AR,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrains.com 


GRAPHIC  DESIGN  SERVICES  i 


DAILY  NEWS  GRAPHICS  provides  fast,  i 
reliable,  customized  graphics  for  your  j 
newspaper  at  incredible  savings.  Visit  us  at  i 
www.dailynewsgraphics.com.  i 


PRESSROOM  SERVICES  I 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work?  ! 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
40  Years  experience! 

PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2110  i 


ACADEMIC 


CONCORDIA  COLLEGE 
Print  journalism  exerience  required.  Teaching 
experience.  3  year  term.  Assistant  or 
Associate  Professor  Post  includes  first-year 
composition.  Contact  Scott  Olsen,  English, 
Concordia  College,  Moorhead  MN  56562. 
EOE.  http://www4.cord.edu/humres/ 


ACADEMIC 


ACADEMIC 


use 


UNIVERSITY  OF  S()UTIIF:RN  CALIFORNIA 

An  net!  berg  School  for  Conimuniaition 


KNIGHT  CHAIR  IN  MEDIA  AND  RELIGION 
School  of  Journalism 

use  Annenberg’s  School  of  Journalism  is  seeking  candidates  with  distinguished 
backgrounds  in  reporting  or  commenting  on  the  role  of  religion,  spirituality  and  moral 
values  in  society  for  its  new  Knight  Chair  in  Media  and  Religion. 

The  chair  holder  will  develop  and  teach  graduate  and  undergraduate  courses  on  the 
coverage  of  religion,  spirituality  and  moral  values  and  will  undertake  research  into  the 
ways  that  the  news  media  cover  these  issues  and  ways  in  which  it  can  be  improved.  The 
chair  holder  will  also  organize  an  annual  conference  on  issues  of  religion,  spirituality  and 
moral  values  in  the  news  and  participate  in  related  work  of  partner  organizations  within 
the  profession  and  at  USC,  including  the  Western  Knight  Center  for  Specialized 
Journalism  and  the  Center  for  Religion  and  Civic  Culture.  Through  these  activities  and 
professional  leadership,  the  school  expects  the  holder  of  the  Knight  Chair  to  have  a 
major  impact  on  the  news  media’s  coverage  of  religion. 

Candidates  should  have  a  strong  background  in  journalism-newspapers,  magazines, 
radio  or  television-with  a  national  reputation  as  well  as  established  expertise  in  religion. 
Candidates  should  be  eager  to  take  advantage  of  teaching  and  research  opportunities 
with  our  sister  School  of  Communication  and  with  USC’s  College  of  Letters,  Arts  and 
Sciences.  And  they  should  be  prepared  to  work  with  a  broad  range  of  professional  and 
scholarly  organizations  to  strengthen  coverage  of  religion,  spirituality  and  moral  values  in 
the  news  media. 

The  USC  Annenberg  School  consists  of  two  centers  of  professional  education  and 
scholarship-the  School  of  Journalism  and  the  School  of  Communication.  Together,  they 
have  approximately  1,200  undergraduates  and  325  graduate  students  pursuing  degrees 
in  journalism,  public  relations,  communication  and  communication  management 
programs.  The  School  of  Journalism  has  a  faculty  of  25  full-time  members  and  more  than 
80  part-time  professionals  drawn  from  major  California  news  media  and  public  relations 
firms. 

The  Knight  Chair  in  Media  and  Religion,  made  possible  by  a  $1.5  million  endowment  from 
the  John  S.  and  James  L.  Knight  Foundation,  will  be  a  tenure-eligible  position.  The  school 
hopes  to  fill  the  position  prior  to  the  2003-2004  academic  year.  USC  is  an  AA-EO 
employer,  and  the  School  of  Journalism  seeks  a  faculty  as  diverse  as  Southern  California, 
men  and  women  with  advanced  degrees  and  outstanding  records  in  their  professional 
fields  and/or  academic  scholarship  and  teaching. 

To  submit  nominations  or  to  apply,  please  write  Michael  Parks,  director,  USC 
Annenberg's  School  of  Journalism,  3502  Watt  Way,  Los  Angeles,  California 
90089-0281,  enclosing  a  resume  or  curriculum  vitae  and  the  names  of  at  least  three 
reference. 


E.W.  Scripps  School  of  Journalism  i  ' - 

OHIO  UNIVERSITY,  ATHENS,  OHIO  j 

1-year  Scripps  Howard  Visiting  Professional  :  If  VOU  dOfl't  it 

position  for  professional  of  national  reputa-  ]  ^  U 

tion.  $70,000-580,000  plus  generous  bene-  i  epp  q  r'atpnorx/  ■ 

fits.  Teach  two  courses  per  quarter  based  i  ®  uaicyui  y 

on  successful  applicant's  background.  !  that  fitc  x/rti  ir  noo 

Some  earlier  SHVP’s:  Terry  Anderson,  ^  H  lal  yUUI  I  ICC 

Helen  Thomas,  Kevin  Noblet,  Ron  Ostrow,  i  nlaaca  r'oll  no  ' 

Kenneth  Freed,  Bradley  Martin.  See  :  picdoC  Gall  Uo  < 

www.scripps)school.org  for  complete  job  :  p  cnapo/matari 

description  and  information  on  school.  Re-  i  Cl  o|JaGC/l  I  IdlCI  I 

sumes  with  three  references  to  Dru  Riley  i  U  I  C 

Evarts,  Scripps  School  of  Journalism,  Ohio  ■  n3Z6l  r 

University,  Athens,  OH  45701,  Must  arrive  '  w  ♦  ♦ 

by  February  10,  2003.  Phone  inquiries  to  |  - OGlQIlS  3t 

(740)  593-2503,  E-mail:  evarts@ohio.edu.  i 
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If  you  don’t 

see  a  category 

that  fits  your  needs, 

please  call  us  at  888.825.91  49. 

For  space/material  deadlines  call: 

Hazel  Preuss  at  646.654.5302 

- details  at  www.editorandpublisher.com- 


ACADEMIC 


I  ASSISTANT  PROFESSOR  OF  EDITING 
E.W.  Scripps  School  of  Journalism 
Ohio  University 

\  The  E.W.  Scripps  School  of  Journalism  is  of¬ 
fering  a  tenure-track  position  in  print 
j  editing.  The  strongest  candidate  will  teach 
in  one  or  more  of  the  following  areas:  news 
!  editing,  magazine  editing,  online  editing,  or 
j  graphics.  Other  desirable  teaching  areas  in- 
I  elude  media  and  cyber  law,  media  manage- 
j  ment,  computer-assisted  reporting  and  spe- 
j  cialized  reporting  (business,  science,  inves- 
j  tigative,  sports,  etc.).  He  or  she  should  be 
able  to  contribute  to  the  graduate  program, 
j  A  Ph.D.  with  professional  experience  is  pre- 
I  ferred;  a  Master’s  degree  with  extensive 
professional  experience  is  required.  Aca¬ 
demic  research  and/or  creative  activity  will 
!  be  necessary  for  tenure  and  promotion.  The 
School  offers  instruction  in  six  sequences 
(advertising,  broadcast,  magazine, 
news-editorial,  online,  and  public  relations) 
and  confers  Bachelor’s,  Master’s  and  doc¬ 
toral  degrees.  For  more  information  on  the 
i  School,  visit  http://www.scrippsjschool.org. 
Review  of  applicants  will  begin  February  1 . 
Send  letter  of  application,  curriculum 
vitae/resume,  and  names,  addresses  and 
1  phone  numbers  of  three  references  to: 

I  Search  Committee 

j  Assistant  Professor  of  Editing  Position 
i  E.W.  Scripps  School  of  Journalism 
I  Ohio  University 

1  Athens,  OH  45701-2979 

i  Phone  (740)  593-2503  Fax  (740)  593-2592 
I  E-mail:  kittlen@ohio.edu 


VISITING  ASSISTANT 
PROFESSOR 


ALBION  COLLEGE  seeks  three-year 
Visiting  Assistant  Professor  of  English 
with  emphasis  in  journalism,  beginning 
Fall,  2003.  Qualifications:  MA, 
teaching,  and  appropriate  work  expe¬ 
rience;  (^h.D.s  welcome  to  apply.  The 
standard  teaching  load  of  six  courses 
per  year  will  encompass  news  and 
feature  writing,  editing,  and  newspaper 
production.  Please  see  the  full  position 
description  at: 

http://www.albion.edu/engljsh/ 

journalismjob.asp 

Send  letter  of  application  and  current 
c.v.  by  December  31  to: 

James  Diedrick,  Chair 
Journalism  Search  Committee 
English  Department 
Albion  College 
611  E.  Porter  Street 
Albion,  Ml  49224 

Sometimes  our  light  goes  out  but  is 
blown  into  flame  by  another 
human  being.  Each  of  us  owes 
deepest  thanks  to  those  who  have 
rekindled  this  light. 

-Albert  Schweitzer 

the  newspaper  industry’s 

- MEETING  plaa>! - 

888.825.9149 _ 

www.editorandpublisher.com 


Phone:  1-888-825-9149  -  CLASSIFIED  ADVERTISING  ~  Fax :  (646)  654-5312 

MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDlTORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


ACADEMIC 


FACULTY  MEMBER  IN  VISUAL  JOURNALISM 
The  Poynter  Institute  for  Media  Studies 
seeks  a  full-time  faculty  member  to  teach 
visual  journalism.  Teaching  assignments  will 
Include  page  design,  typography,  color  and 
contrast  and  visual  storytelling.  Candidates 
should  indicate  a  secondary  teaching  interest 
as  well,  preferably  in  online  design, 
broadcast  visuals  or  technology  software. 
Successful  candidates  must  demonstrate  a 
capacity  to  serve,  conduct  research  and 
write  about  their  area.  The  salary  is  negotia¬ 
ble.  Candidates  must  demonstrate  excellent 
industry  service  and  be  willing  to  relocate 
to  St.  Petersburg,  Florida.  The  Poynter  Insti¬ 
tute  for  Media  Studies  offers  over  50  semi¬ 
nars  a  year,  serving  several  hundred  students 
in  a  year  in  five  areas:  Visual  Journalism, 
Broadcast  and  Online  Producing,  Reporting, 
Writing  and  Editing,  Ethics  and  Diversity,  and 
Leadership  and  Management. 
Qualifications;  Bachelor’s  degree  required; 
Master’s  or  other  advanced  degree  preferred. 
Skills  in  visual  journalism, 
typography,  page  design  and  digital  imaging 
are  required.  Substantial  professional 
experience  in  journalism,  design  and  team¬ 
work  is  preferred.  Professional  experience 
in  one  area  with  evidence  of  willingness  to 
collaborate  and  cross-train  in  another  area 
is  essential.  Teaching  experience  desired. 
Finalists  for  the  position  will  be  required  to 
submit  a  portfolio  of  original  work,  a  state¬ 
ment  of  teaching  needs  in  the  industry  and 
summaries  of  eight  to  10  seminar  sessions 
that  could  be  taught  either  by  the  candidate 
or  another  Poynter  faculty  member.  To  apply, 
submit  letter  of  application,  curriculum 
vitae  or  resume,  and  three  letters  of  recom¬ 
mendation  to: 

Colleen  Tilbe,  Human  Resources  Manager 
The  Poynter  Institute 
801  Third  Street  South 
St.  Petersburg,  FL  33701 
E-mail  ctilbe@poynter.org  for  more  informa¬ 
tion.  The  Poynter  Institute  is  committed  to 
diversity  and  equality  in  education  and  em¬ 
ployment. 

JOURNALISM:  Tenure-track  Assistant/ 

Associate  Professor  to  serve  as  Director  of 
undergraduate  journalism  program  starting 
Fall  2003.  Will  manage  program,  teach, 
fundraise,  maintain  strong  ties  with  profes¬ 
sional  community.  Teaching,  professional 
experience  in  print/broadcast  journalism, 
knowledge  of  new  media/technologies,  evi¬ 
dence  of  research/creative  activity.  Doctor¬ 
ate  in  related  field  preferred;  ability  to  work 
in  interdisciplinary  liberal  arts  environment 
essential.  Salary:  $35,031-$61,111 
(Assistant);  $45,651-$73,028  (Associate), 
based  on  qualifications;  excellent  benefits. 
Letter,  vita,  names,  addresses,  phone  num¬ 
bers,  E-mail  addresses  of  3  references  to: 

Dr.  M.  Cooper,  GLIS,  Queens  College 
65-30  Kissena  Boulevard 
Flushing,  NY  11 367-1 5S7 
Review  of  applications  begins  immediately, 
and  continues  until  position  is  filled. 

AA/EOE/IRCA/ADA 

“Mailing  the  simple  complicated  is 
commonplace;  making  the  compli¬ 
cated  simple,  awesomely  simple, 
that’s  creativity.” 

-  Charles  Mingus 


-HELP  WANTED- 


ACADEMIC 


UNIVERSITY  OF  NEBRASKA-LINCOLN 
The  College  of  Journalism  and  Mass  Com- 
[  munications  invites  applications  for  a  ten- 
'  ure-track  associate  professor  or  professor 
to  teach  editing.  Editing  has  become  one  of 
the  strongest  areas  of  the  college  and  con¬ 
tributes  to  its  national  reputation. 

In  order  to  continue  to  build  this  area  of  ex- 
I  cellence,  the  college  is  seeking  an  out¬ 
standing  replacement  for  a  retiring  professor. 

:  The  faculty  member  will  teach 
beginning  and  advanced  editing  courses, 
take  the  lead  in  continuing  development  of 
the  department’s  editing  curriculum,  assist 
with  Dow  Jones  Editing  Residency,  advise 
,  students,  actively  pursue  scholarship  in  pro- 
.  fessional  media  and  work  with  media 
throughout  the  nation. 

Successful  candidates  must  have  a  master’s 
degree,  considerable  experience  as 
an  editor  at  a  professional  publication  and  a 
commitment  to  professional  education. 
Teaching  experience  preferred,  but  not  re¬ 
quired.  Woman  and  minorities  are  encour¬ 
aged  to  apply. 

Review  of  applications  begin  Nov.  21st  and 
will  continue  until  the  position  is  filled.  Send 
:  letter  of  application,  curriculum  vita,  repre¬ 
sentative  publications,  teaching  evaluations 
and  three  letter  of  recommendation  to  Char- 
lyne  Berens,  chair,  News-Editorial  Depart¬ 
ment,  College  of  Journalism  and  Mass  Com¬ 
munications,  238  Anderson  Hall,  University 
of  Nebraska-Lincoln,  Lincoln,  NE 
68588-0474. 

Phone:  (402)  472-8241 
E-mail:cberensl@unl.edu 
The  University  of  Nebraska  is  committed  to 
a  pluralistic  campus  community  through  af¬ 
firmative  action  and  equal  opportunity  and 
'  is  responsive  to  the  needs  of  dual  career 
couples. 

We  assure  reasonable  accommodations  un¬ 
der  the  Americans  with  Disabilities  Act. 


ADMINISTRATIVE 


GENERAL  MANAGER  needed  for  a  very  fine 
daily  community  newspaper  in  Sterling,  CO, 
circ.  5,600.  Excellent  opportunity  to  join 
MediaNews  Group  for  individual  with  a  history 
of  success  and  the  ambition  to  achieve 
I  excellence.  College  degree  in  related  field 
i  or  equivalent  experience  necessary.  Com- 
1  mercial  print  sales  experience  and  newspa- 
I  per  management  required.  Full  benefit  and 
i  compensation  package  offered  plus  the  op- 
:  portunity  for  accelerated  career  for  individual 
with  ability  and  ambition.  Respond  with 
!  resume  to  David  McClain: 

1  publisher@journal-advocate.com 
or  FAX:  (970)-522-2320. 


ADMINIS'TRATIVE 


GENERAL  MANAGER 

In  December  2000,  the  Austin  Amen-  i 
can-Statesman  acquired  six  community  j 
newspapers  in  the  Central  Texas  Region. 
We  are  searching  for  a  dynamic  and  sea¬ 
soned  newspaper  professional  to  provide 
executive  leadership  and  vision  for  these 
prize-winning  weekly  community  i 
newspapers. 

This  challenging  and  exciting  opportunity  re¬ 
quires  the  ability  to  implement  and  execute  * 
innovative  strategies  to  enhance  revenue, 
grow  circulation,  and  manage  editorial  con¬ 
tent  with  the  ability  to  forecast,  report  and  i 
prepare  month-end  reports  and  an  annual  ; 
budget. 

The  successful  candidate  will  possess  five 
years  senior-level  general  newspaper  man¬ 
agement  experience  leading  and  directing 
professionals.  Bachelor’s  degree  preferred. 
Requires  superior  interpersonal  skills,  in¬ 
cluding  excellent  communication  skills,  with 
the  demonstrated  ability  to  build  a  cohesive 
and  motivated  team  that  consistently  excels 
and  achieves  success. 

Salary:  Commensurate  with  qualifications 
and  experience. 

Benefits: 

•  Medical/Dental  Insurance 

•  Paid  Vacation 

•  401(k)Plan 

•  Tuition  Reimbursement 


Austin  Artierican-Statesman 
Human  Resources  Department 
305  S.  Congress  Avenue 
Austin,  Texas  78704 
Phone:  (512)445-3709 
FAX:  (512)  445-3883 
www.statesman.com/jobs 
E-mail:  aa-sjobs@statesman.com 
EOE 

Pre-employment  Drug  Test 
and  Background  Check  Required 


Media  General  Inc.  seeks  a  VICE  PRESI¬ 
DENT  and  REGIONAL  PUBLISHER,  based  in 
Charlottesville,  VA,  to  oversee  seven  daily 
newspapers,  seven  weeklies  and  a  portfolio 
of  niche  products  in  Central  Virginia.  The 
papers  are  grouped  in  three  regional  mar¬ 
keting  clusters,  which  are  managed  by  pub¬ 
lishers  in  Charlottesville,  Lynchburg  and 
Danville.  Must  have  a  superior  record  in  in¬ 
creasing  revenues,  growing  readership  and 
advocating  excellence  in  journalism  and 
best  business  practices.  Only  courageous 
coaches,  change  leaders  and  innovators 
who  are  great  planners  should  apply. 
Review  Media  General’s  Web  site  at 
www.mediageneral.com  for  additional  details 
and  how  to  apply.  Deadline:  Dec.  6. 


ADVERTISING 


ADVERTISING  DIRECTOR 
Our  Ad  Director  has  just  moved  up  to  pub¬ 
lisher  in  our  company  and  we  are  looking 
for  someone  with  strong  leadership  capabil¬ 
ities  to  head  our  Ad  Department  of  eight 
sales  people.  Ideal  candidate  will  possess 
strong  creative,  organizational,  and  commu¬ 
nication  skills  both  written  and  verbal.  Com¬ 
puter  skills  needed,  familiarity  with  EXCEL 
helpful.  Our  newspaper  serves  a  dominant 
role  in  the  Roanoke  Valley  with  circulation  of 
13,000.  Located  on  the  Virginia  border  we 
are  only  an  hour  and  a  half  from  Richmond, 
Raleigh  or  Norfolk.  Company  benefits  include 
group  insurance  and  401(k).  To  apply 
send  your  resume  to  Ronnie  Bell,  Daily  Her¬ 
ald,  P.O.  Box  520,  Roanoke  Rapids,  NC 
27870  or  E-mail  to  ronniebell@charter.net, 
or  Fax  (252)  537  2314. 


ADVERTISING  SALES  MANAGER 
European  Stars  and  Stripes  newspaper  is 
seeking  an  Advertising  Sales  Manager  to 
head  their  Advertising  Department  located 
in  Griesheim,  Germany.  The  successful  can¬ 
didate  will  supervise,  train  and  mentor  a 
staff  of  professionals  in  the 
accomplishment  of  their  goals  and  objec¬ 
tives.  We  are  seeking  a  results  driven,  cus¬ 
tomer  focused,  hands-on-leader.  The  selected 
individual  will  handle  an  account  base  of 
both  major  and  small  accounts  and  sell  and 
manage  all  house  accounts. 

To  qualify  for  this  position,  the  candidate 
will  have  commercial  newspaper  experience 
selling  retail  and/or  general  advertising  with 
further  experience  developing  and  imple¬ 
menting  commercial  advertising  programs. 
Must  have  a  track  record  of  consistently  ex¬ 
ceeding  goals,  demonstrated  success  in 
developing  and  implementing  strategic 
sales  initiatives  and  a  strong  commitment  in 
coaching,  mentoring  and  developing  sales 
people.  Must  be  a  team  player  focusing  on 
the  overall  success  of  the  newspaper.  This 
position  reports  to  the  General  Manager. 
Must  have  two  or  more  years  experience 
managing  an  advertising  department  along 
with  providing  supervision,  guidance  and  di¬ 
rection  to  an  advertising  staff  for  a  daily  pa¬ 
per.  Completion  of  the  requirements  of  a 
Bachelor’s  degree  in  business,  advertising, 
marketing,  or  a  related  field  is  required  or 
comparable  professional  work  experience. 
Experience  with  Microsoft  office  suite.  Fa¬ 
miliarity  with  Quark  and  Illustrator. 

Desired,  but  not  required,  is  the  ability  to 
speak  fluent  German,  3  years  sales  supervi¬ 
sory  experience,  and  familiarity  with  ACT. 
Requires  a  National  Agency  Check,  U.S.  citi¬ 
zenship,  occasional  evening  and  weekend 
work,  some  international  travel.  Annual  salary 
$50,000  -  $60,000,  based  on 

experience.  Housing  and  benefits  make  the 
package  competitive  and  attractive.  $end 
resume  to:  European  Stars  and  Stripes, 
Unit  29480,  ATTN:  NAF  Personnel,  APO  AE 
09211.  Fax:  01149^155-601421. 

E-mail;  jobs@mail.estripes.osd.mil 
Stars  and  Stripes  is  an  Equal  Opportunity 
Employer. 


LOOKING  for  that  next  career  move?  Go  to 
The  Ogden  Newspapers,  Inc.  web  site  at: 
www.ogdennews.com/opportunities 


I  makes  the  difference  \ 

EDITOR  &  PUBLISHER  CLASSIFIEDS  27 


For  help  wanted/position  wanted  rates  call 
Hazel  Preuss  at  646.654.5302  or 
Michele  MacMahon  at  646.654.5303 

- the  newspaper  industry's - 

- meeting  place. - 

DECEMBER  2,  2002 


www.editorandpublisher.com 


Phone:  1-888-825-9149  -  CltniFIED  IIDVEIITISIlie  -  Fax :  (646)  654-5312 

MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLlSHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


-HELP  WANTED- 


ADVERTISING 


ADVERTISING  SALES  MANAGER  for  busy 
newspaper  department.  Experience  neces¬ 
sary.  Needs  to  be  multi-task  oriented,  crea¬ 
tive,  motivating,  organized,  loyal  and  com¬ 
mitted.  Must  be  able  to  sell,  develop  pres¬ 
entations,  train,  coordinate  projects,  maintain 
deadlines  and  customer  relations.  Excellent 
income  and  benefits.  Send  resume 
to  Florida  Sun  Publications,  c/o  General 
Manager,  P.O.  Box  422068,  Kissimmee,  FL 
34742. 


CLASSIFIED  ADVERTISING  SUPERVISOR 
The  East  Valley  Tribune,  a  100,000-h  circu¬ 
lation  daily  located  in  the  Phoenix  metro 
area,  is  seeking  a  dynamic  and  skilled  leader 
for  inside  classified  sales.  The  classified 
advertising  supervisor  is  responsible  for 
providing  sales  training/motivation  while 
consistently  achieving  monthly  revenue 
goals  and  growing  the  classified  customer 
base.  Requires  2-3  years  advertising  experi¬ 
ence.  Supervisor  or  project  management 
experience  strongly  preferred.  Must  have 
effective  communication  skills,  ability  to  re¬ 
solve  problems  and  make  on-the-spot  deci¬ 
sions,  excellent  organizational  skills  and  the 
ability  to  adjust  workflow  to  meet  business 
demands.  Strong  computer  skills.  Knowledge 
of  classified  advertising  systems  a 
plus.  To  apply,  send  resume  and  cover  letter 
with  salary  requirement  to:  Sharon 
Butler,  Classified  Advertising  Director,  The 
Tribune,  120  W.  1st  Avenue,  Mesa,  AZ 
85210  or  FAX  to:(480)  898-6401.  E-mail: 
sbutler@aztrib.com 


Looking  for  an  ADVERTISING  DIRECTOR 
who  will  work  within  a  group  of  newspapers 
located  in  the  Rocky  Mountain  region.  The 
candidate  would  be  responsible  to  hire, 
train,  evaluate  &  manage  salespeople  and 
sales  support  staff.  In  addition,  the  person 
in  this  role  will  manage  all  aspects  of  adver¬ 
tising  payroll,  incentives  and  compensation 
plans.  Developing  teamwork  and 
maintaining  employee  morale  are  also  key 
aspects  of  the  job.  We  are  looking  for  an  in¬ 
dividual  who  has  the  ability  to  grow  into  a 
publisher  position  within  our  organization. 
EOE.  Please  send  resume  and  cover  letter 
to: 

Box  3152,  Editor  &  Publisher  Classifieds 
770  Broadway,  7th  Floor 
New  York,  NY.  10003 


ADVERTISING 


NATIONAL  SALES  MANAGER 
I  Salt  Lake  City 

I  The  Advertising  Department  of  the  Newspa¬ 
per  Agency  Corporation,  representing  The 
Salt  Lake  Tribune  and  the  Deseret  News,  is 
!  looking  for  a  National  Sales  Manager  to 
I  grow  our  business! 

We  are  looking  for  an  energetic,  positive, 

I  articulate  professional  with  a  proven  track 
I  record  of  success  in  National  Advertising 
j  and  in  managing  sales  teams. 

I  The  National  Sales  Manager  will  develop 
!  new  business  within  categories  or  by  as- 
j  signment  from  new  accounts  through  tele¬ 
phone  solicitation,  written  communication, 
j  and  sales  presentations. 

Qualified  applicants  will  have  a  work  related 
college  degree  and/or  a  minimum  of  five 
years  outside  sales  experience  plus  four 
years  management  experience.  To  be  suc¬ 
cessful  in  this  position,  you  must  possess 
excellent  communication  skills,  superior 
j  customer  service  skills,  analytical  skills, 

I  with  the  ability  to  problem-solve,  maintain 
accuracy  and  pay  attention  to  detail  while 
I  working  with  advertising  rates,  credit  policies 
1  and  deadline  schedules. 

i  In  order  to  make  sales  calls,  a  valid  driver’s 
license,  proof  of  auto  insurance,  and 
access  to  a  dependable  vehicle  are 
required  for  this  position.  (A  current  Motor 
:  Vehicle  Report  must  be  submitted  at  time 
!  of  application.) 

'  If  you  would  like  to  be  considered  for  this 
position  please  mail  resume  attn:  Andrea, 
NAC  Human  Resources  Dept.,  P.O.  Box 
j  45838,  Salt  Lake  City,  UT  84145. 

'  FAX:  (801)  237-2856,  or  E-mail  to: 

!  akollmar@nacorp.com 

I  Only  those  individuals  whose  resumes  are 
selected  for  interview  will  be  contacted. 

Equal  Opportunity  Employer. 


ADVANCEMENT 

See  how  far  your  career  can  take  you. 
www.boonenewspapers.com 


\  E&P  EMPLOYMENT  ZONE  CHART 

\  Use  zone  number  to  indicate  location  without  specific  identification 


ADVERTISING 


The  (Biloxi)  Sun  Herald  seeks  a: 
CLASSIFIED  ADVERTISING  MANAGER 
Circulation:  47,000  Daily,  56,000  Sunday 
Reporting  directly  to  the  advertising 
director,  the  classified  advertising  manager 
/director  will  lead  one  supervisor,  the  outside 
classified  team,  and  will  have  a  span  of 
control  over  eighteen  employees  in  a  team 
j  environment.  He  or  she  will  be  responsible 
for  a  revenue  budget  in  excess  of  thirteen 
million  dollars. 

•  5  -r  years  of  outside  sales  experience  in 
newspaper,  broadcast  or  other  media 
sales 

I  •  3  -K  years  of  management  or  supervisory 
experience 

I  •  Highly  strategic  and  creative;  able  to  ef- 
I  fectively  work  with  any  size  businesses 
j  •  A  team-oriented  person  who  works  well  in 
an  energetic  and  fast  paced  environment, 

I  but  who  appreciates  the  stability  of  the 
culture  of  The  Sun  Herald 

•  A  strong  and  demonstrated  ability  to  mo¬ 
tivate,  manage  and  mentor  other  staff 
members 

•  A  bachelor's  degree  is  preferred 

An  attractive  base  salary  commensurate 
with  experience  and  qualifications  will  be  of¬ 
fered  in  addition  to  an  incentive  plan,  benefits. 
Relocation  expenses  are  negotiable. 

Please  submit  a  resume  and  cover  letter  to: 
The  Sun  Herald,  Attn:  Vicki  Barrett,  Advertis¬ 
ing  Director,  P.O.  Box  4567,  Bilox',  Missis¬ 
sippi  395354567.  FAX:  (228)  896-2401 
j  vbarrett@sunherald.com 


CIRCULATION 


ADVANCEMENT 

See  how  far  your  career  can  take  you. 
www.boonenewspapers.com 


CIRCULATION  MANAGER  -  minimum  5  years 
experience  required.  Send  resume  to  The 
Washington  Times,  Art  Farber,  3600  New 
York  Avenue,  NE,  Washington,  DC  20002  or 
Fax  (202)  635-0409. 


j  CIRCULATION  MANAGER 

The  Moscow-Pullman  Daily  News  is  looking 
j  for  an  experienced  circulation  person  to 
I  manage  its  Circulation  Department.  This  is 
I  an  ideal  opportunity  for  a  seasoned 
'  Home-Delivery  or  District  Manager  to  step 
I  up  and  take  charge  of  his  or  her  own  de- 
!  partment..  The  Daily  News  is  a  small  six-day 
!  per  week  newspaper  with  circulation  around 
7,500  subscribers.  The  Circulation  Manager 
will  supervise  a  staff  of  nine  employees  in 
servicing  subscribers  in  two  counties  located 
I  in  Idaho  and  Washington.  Qualified  candidates 
I  will  have  at  least  two  years  of  newspaper  cir- 
I  culation  experience  with  an  emphasis  on  car- 
[  rier  recruitment,  subscription  sales  and  pro- 
I  viding  strong  customer  service.  Must  be 
I  good  at  coaching  and  motivating  employees 
j  to  emphasize  teamwork  The  Daily  News  of¬ 
fers  a  competitive  salary  with  monthly  bonus 
I  program,  employee  stock  program,  med- 
I  ical/dental  benefits  and  a  401(k)  program. 

I  Mail  resumes  to  Mike  McBride,  Lewiston 
Morning  Tribune,  P.O.  Box  957,  Lewiston,  ID 
i  83501. 


CIRCULATION 


Seek  SALES  MANAGER  for  crew  sales  and 
promotions  area.  Lost  guy  to  plumb  promo¬ 
tion  out  east.  Degree  or  equivalent  in  Busi¬ 
ness  or  Communications  needed.  Great  ver¬ 
bal,  writing  skills  a  must.  Thrive  in  multi-task 
environment.  Responsible  for  12-h  publica¬ 
tions  in  expanding  group.  We  offer  solid 
benefits  and  compensation  package.  Submit 
resume  in  confidence  to:  ANG  Newspapers 
H.R.,  P.O.  Box  28884,  Oakland,  CA 
94612.  FAX:  (510)  293-2725.  E-mail: 
hr@angnewspapers.com 


EDITORIAL 


ADVANCEMENT 

See  how  far  your  career  can  take  you. 
www.boonenewspapers.com 


ASSISTANT  MANAGING  EDITOR 
A  chance  to  lead  a  metro  desk  for  a 
75,000-circulation  newspaper  in  a  highly 
competitive  market  in  sunny  Southern  Cali¬ 
fornia.  We’re  looking  for  a  leader,  a  visionary, 
someone  to  grow  with  us.  Send  resume  to 
Glenn  Rabinowitz,  managing  editor. 
The  Sun,  399  N.  D  St.,  San  Bernardino,  CA 
92346.  glenn.rabinowitz@sbsun.com 


ASSISTANT  MANAGING  EDITOR/PHOTO 
The  Indianapolis  Star,  Indiana’s  top  newspa¬ 
per  and  third  largest  newspaper  in  Gannett, 
is  in  search  of  an  assistant  managing  edi¬ 
tor/photo.  The  ideal  candidate  will  have  a 
passion  for  newspapers  and  news  photog¬ 
raphy.  ,AME/photo  is  a  senior  newsroom  ed¬ 
itor  responsible  for  leading  our  photo  staff, 
planning  and  executing  photo  news  cover¬ 
age.  The  candidate  must  be  a  visual  journalist 
who  can  coach  both  shooting  and  editing, 
have  exceptional  news  judgment  and  a 
track  record  of  strong  leadership  and  man¬ 
agement  skill.  Candidates  should  have  a 
minimum  of  eight  years  photo  and  manage¬ 
ment  experience.  We  offer  competitive  sala¬ 
ry,  benefits  and  401(k)  plan.  Send  resume 
detailing  experience  and  qualifications  to: 
Leisa  Richardson,  AME/administration,  The 
Indianapolis  Star,  307  N.  Pennsylvania 
Street,  Indianapolis,  IN  46204  or  E-mail: 
leisa.richardson@indystar.com 


BUSINESS  COPY  EDITOR  needed  at  The 
News  &  Observer,  an  award  winning  daily  in 
Raleigh,  NC.  Editor  should  have  3-5  years 
experience,  preferably  in  business 
journalism,  with  a  strong  command  of  lan¬ 
guage  and  grammar,  and  an  appetite  for 
business  news.  Send  resume,  references 
and  work  samples  to  Melanie  A.  Sill,  Execu¬ 
tive  Editor,  The  News  &  Observer,  215 
South  McDowell  Street,  Raleigh,  NC  27601. 


CIVIL  WAR  BUFF?  Or  just  an  enterprising  re¬ 
porter?  If  you’re  interested  in  covering  21st 
century  issues  affecting  the  region  sur¬ 
rounding  the  most  significant  battle  of  the 
Civil  War,  we’d  like  to  hear  from  you.  We 
want  a  creative  reporter  who  can  get  beyond 
daily  news-of-record.  Self-starter  who 
knows  how  to  find  the  news  outside  of 
meetings  and  police  blotters.  Salary  to 
$37,600  DOE.  Resume,  letter,  clips  to 
Deena  Gross,  The  York  Dispatch/Sunday 
News,  P.O.  Box  2807,  York,  PA  17405. 
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-HELP  WANTED- 


EDITORIAL 


COPY  EDITOR 

The  Daily  Gazette,  a  53,000-circulation,  in¬ 
dependent  daily  in  New  York's  Capital  Region, 
is  looking  for  an  experienced  copy  editor.  Ap¬ 
plicants  should  have  reporting  and 
editing  experience  with  a  daily  newspaper. 
Send  resume  and  work  samples  to  Thomas 
Woodman,  managing  editor.  The  Daily  Ga¬ 
zette,  2345  Maxon  Road  Ext.,  Box  1090, 
Schenectady,  NY  12301-1090. 

EDITOR 

The  Pittsburgh  Business  Times  is  seeking 
an  editor  to  lead  southwestern  Pennsyl¬ 
vania's  leading  weekly  business  journal.  Ap¬ 
plicants  should  have  exceptional  writing  and 
editing  skills,  including  experience  with  en¬ 
terprise  journalism,  and  demonstrable  man¬ 
agerial  skills  to  effectively  lead  a  staff  of 
14.  If  you're  interested  in  creating  quality 
journalism  while  living  in  one  of  America's 
most  livable  cities,  contact  Publisher  Alan 
Robertson  at  arobertson@bizjournals.com. 

EDITOR:  The  Hartford  Business  Journal, 
Central  Connecticut's  award-winning  weekly 
business  voice,  seeks  an  Editor  to  lead  our 
team.  Excellent  credentials  as  a  business 
reporter,  writer  and  editor,  and  commit¬ 
ment  to  great  work  a  must.  Ideal  candidate 
has  empathy  and  understanding  for  local 
CEOs  and  entrepreneurs,  and  the  issues 
that  confront  them. 

Proven  ability  to  staff,  manage,  lead  and 
motivate  the  Editorial  Department  and  free¬ 
lance  resources  of  a  growing  weekly,  a  big 
plus.  Competitive  salary  and  benefits,  and  a 
chance  to  make  a  mark. 

Send  resume  and  clips  to: 

Editor  search  committee 

Hartford  Business  Journal 
56  Arbor  Street,  Hartford,  CT  06106 


ENVIRONMENT/OUTDOORS  WRITER 
The  Argus  Leader,  South  Dakota's  largest 
newspaper,  seeks  a  reporter  to  cover  envi¬ 
ronmental  issues  and  outdoors,  in  a  state 
known  for  world-class  hunting  and  fishing 
(ringnecked  pheasant  and  walleye)  and 
blessed  with  the  Missouri  River  and  the 
Black  Hills,  we  find  the  topics  inextricably  in¬ 
tertwined.  We  want  someone  who  can  pro¬ 
duce  breaking  news  and  enterprise  that 
connects  with  hunters,  anglers,  landowners. 
Native  American  tribes,  the  tourism 
industry,  etc.  This  is  a  great  opportunity  for 
someone  who  is  knowledgeable  about  out¬ 
door  sporting  pursuits  and  sophisticated 
enough  to  report  natural  resources  issues 
for  a  broad  readership.  We  are  a  Gannett 
newspaper  offering  excellent  benefits  in  an 
affordable  place  to  live.  Send  cover  letter, 
resume  and  six  enterprise  examples  to 
Randell  Beck,  executive  editor,  Argus  Leader, 
200  S.  Minnesota  Avenue,  Sioux  Falls, 
SD  57117-5034  or  E-mail: 

rabeck@argusleader.com 


REPORTERS:  The  Herald  Bulletin,  a  30,000- 
circulation  daily  just  north  of  Indianapolis 
seeks  two  news  reporters.  We're  looking 
for  writers  equally  adept  at  breaking  news 
and  enterprise  assignments.  Must  have 
daily  experience  or  a  quality  college  intern¬ 
ship.  Apply  to  Patrick  Sanders,  editor.  The 
Herald  Bulletin,  1133  Jackson  Street,  An¬ 
derson,  IN  46015. 


EDITORIAL 


FOOD/RESTAURANT  COLUMNISTS 
i  New  Times  is  looking  for  additional  food 
columnists  for  its  award-winning  weekly 
newspapers.  You  must  be  passionate  about 
I  food,  knowledgeable  about  the  restaurant 
!  business  and  able  to  produce  stylish,  opin- 
i  ionated  columns.  Position  may  be  fulltime 
i  depending  on  writing/editing  experience  ' 

;  and  willingness  to  relocate. 

New  Times  publishes  magazine-style  weekly 
newspapers  -  covering  local  news,  politics, 

I  arts  and  music  -  in  Phoenix,  Denver,  Miami, 

I  Dallas,  Houston,  San  Francisco,  Ft.  Laud-  ' 

!  erdale,  Cleveland,  St.  Louis,  Kansas  City  ■ 
j  and  Oakland.  Qualified  applicants  should 
send  cover  letter,  resume  and  clips  to  the 
address  below.  BE  VERY  SPECIFIC  ABOUT 
WHICH  NEW  TIMES  CITIES  APPEAL  TO  YOU. 

I  Christine  Brennan 

j  Executive  Managing  Editor 

I  New  Times 

P.O.  Box  5970,  Denver,  CO  80217  i 
j  No  phone  calls  or  E-mails,  please 

GENERAL  ASSIGNMENT/MILITARY  AFFAIRS 
I  REPORTER 

!  The  News  &  Observer  of  Raleigh  is  looking 
I  for  a  General  Assignment/Military  Affairs  re-  ■ 
!  porter.  This  reporter  will  handle  spot  news  ■ 
and  long-term  projects  on  all  topics,  and  will  ! 
cover  significant  events,  trends  and  issues 
:  relating  to  military  installations  in  North  Car-  ' 
olina.  Candidates  should  have  at  least  five 
years  of  reporting  experience  and  excellent 
writing  skills.  Send  letter,  resume  and  writing 
;  samples  to  Steve  Riley,  metro  editor, 

!  Raleigh  News  &  Observer,  215  South 
j  McDowell  Street,  Raleigh,  NC  27601. 

!  MANAGE  THE  BEST 

I  New  Times,  the  nation's  largest  publisher  of 
i  alternative  newsweeklies,  is  looking  for  ex-  ; 
i  perienced  and  dynamic  editors  to  manage  I 
:  its  papers  in  Ft.  Lauderdale  and  Kansas  : 
I  City.  We're  searching  for  candidates  who  i 
.  have  a  fine  touch  with  copy,  a  firm  grasp  of 
I  magazine-style  journalism,  and  the  confi¬ 
dence  to  work  comfortably  with  a  staff  of 
award-winning  journalists.  Applicants  must 
have  excellent  news  judgment  and  solid 
management  skills.  The  managing  editor  i 
will  supervise  the  day-to-day  operations  of  ' 
the  editorial  department  and  help  staff  writers 
;  produce  quality  news  and  feature 
stories.  Exceptional  writing  and  editing 
skills  are  essential;  the  interview  process 
will  include  an  extensive  editing  test.  New 
Times  offers  competitive  salaries  and  bene¬ 
fits.  Qualified  candidates  should  send  a  cover 
letter,  a  resume  and  clips  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times 
P.O.  Box  5970 
Denver,  CO  80217 


j  PHOTO  EDITOR:  We're  looking  for  a  photo 
^  editor  to  help  us  continue  the  visual  evolution 
i  of  our  newspaper.  The  Post-Standard, 
I  a  1 25,000-daily,  1 77,000  Sunday  newspaper 
I  in  Syracuse,  NY.  Our  photo  editor  is  a 
I  key  newsroom  manager  who  leads  an 
I  award-winning  staff  of  18  photojournalists 
I  and  technicians  and  who  works  closely  with 
i  assigning,  design  and  production  editors  to 
[  get  the  most  out  of  our  new  color  press, 
i  Please  send  a  resume  and  your  best  stuff 
j  to  Richard  A.  Sullivan,  The  Post-Standard, 
j  P.O.  Box  4915,  Syracuse,  NY  13221. 


EDITORIAL 


MEDICAL/SCIENCE  WRITER 
Leading  academic  medical  center  has  an 
opening  for  a  medical-science  reporter/ 
media  relations  communicator.  Bachelor's 
degree  in  journalism,  English  or  related 
field,  and  1-2  years  writing  experience  re¬ 
quired.  Successful  candidate  must  have  the 
ability  to  craft  medical  news  for  a  lay  audi¬ 
ence  and  possess  well-honed  communica¬ 
tions  skills  to  work  with  physicians  and 
news  media.  Send  resume,  5  published 
samples  and  cover  letter  to  Philip  Schoch, 
Director,  News  and  Publications, 
UTSouthwestern  Medical  Center,  5323  Harry 
Hines  Blvd.,  Dallas,  TX  75390-9060.  Fax: 
(214)  648-9119)  OR  E-mailto: 

Philip.schoch@utsouthwestern.swmed.edu 


PERSONAL  TECHNOLOGY  REPORTER 
The  San  Diego  Union-Tribune  is  a  compre¬ 
hensive  resource  for  personal  technology 
information,  with  an  eight-page,  weekly  sec¬ 
tion  on  the  topic  that  is  the  Monday  Business 
section.  San  Diego  is  one  of  the  most 
wired  regions  in  the  country.  We  are 
seeking  a  reporter  who  can  write  news  and 
feature  personal  technology  stories,  covering 
a  wide  range,  from  ISP  issues  to  DVD 
players  to  evolving  trends.  The  right  candi¬ 
date  will  work  with  our  personal  technology 
editor  to  cover  local,  state  and  national 
issues  affecting  consumers,  from  privacy 
rights  to  copyright  infringement.  Previous 
personal  technology  writing  experience  is 
desirable.  Send  resume  and  work  samples 
to  Suzanne  Choney,  Personal  Technology 
Editor,  The  San  Diego  Union-Tribune,  350 
Camino  de  la  Reina,  San  Diego,  CA  92108. 

E-mail:  suzanne.choney@uniontrib.com 

SENIOR  EDITORS 

Washington  Blade  gay  newspaper  seeks  ag¬ 
gressive  journalists  with  five  years  experience 
editing,  headlines,  news/feature  reporting,  fa¬ 
miliar  with  gay  issues,  comfortable  with  dead¬ 
lines.  Competitive  salary/ 

benefits.  EOE.  Send  resumes/clips/ 
references  by  fax  (770)  234-6737,  E-mail 
forum@washblade.com,  or  mail  to:  Executive 
Editor,  Washington  Blade,  1408  U 
Street,  NW,  2nd  floor,  Washington,  DC 
20009.  No  calls,  please. 


SPORTS  REPORTER/OTHER 
Idaho  State  Journal  (17,000,  morning):  im¬ 
mediate  opening  for  sports  journalist  (also 
accepting  resumes  for  expected  openings 
on  news  reporting  and  copy  desk  teams). 
Some  experience  preferred,  but  recent 
grads  considered.  Coverage  duties  include: 
state  university,  7-county  high  school 
region,  community  sports.  Pagination  expe¬ 
rience  helpful.  Apply  with  resume,  clips,  ref¬ 
erences  to:  M.E.  Steve  Miller, 
smiller@journalnet.com,  or  mail  to  ISJ,  P.O. 
Box  431,  Pocatello,  ID  83204. 

Call  S.E.  Brady  Slater  at: 

(208)  239-3124  for  information. 


EDITORIAL 


STAFF  WRITER 

New  Times,  the  nation's  largest  publisher  of 
alternative  newsweeklies,  has  an  immediate 
opening  for  an  experienced  news/investi- 
gative  reporter  at  its  hard-hitting  paper  in 
Houston.  We're  looking  for  a  journalist  who 
understands  the  difference  between  maga¬ 
zine-style  reporting  and  the  hurried  fact-find¬ 
ing  of  daily  papers.  The  ideal  candidate  will 
be  able  to  create  in-depth  and  compelling 
stories  that  explore  the  issues,  events  and 
personalities  of  their  community.  New 
Times  publishes  magazine-style  weekly 
newspapers  covering  local  news,  politics, 
arts  and  music  in  Phoenix,  Denver,  Miami, 
Dallas,  Houston,  San  Francisco,  Ft.  Laud¬ 
erdale,  Cleveland,  St.  Louis,  Kansas  City 
and  Oakland.  We  offer  competitive  salaries 
and  benefits.  Qualified  applicants  should 
send  cover  letter,  resume  and  clips: 

Andy  Van  De  Voorde 
Execubve  Associate  Editor 
New  Times 

P.O.  Box  5970,  Denver,  CO  80217 


WEEKEND  NEWS  EDITOR 
The  Houston  Chronicle  is  seeking  an  experi¬ 
enced  news  copy  editor.  Candidates  must 
have  proven  ability  in  word  editing,  headline 
writing  and  layout.  The  ideal  candidate  will 
have  supervisory  experience;  be  able  to 
communicate  well  within  and  across  depart¬ 
ments;  be  a  hands-on  supervisor  who  is  cre¬ 
ative,  accurate  and  flexible;  and  demon¬ 
strates  excellent  news  judgment.  Require¬ 
ments  include  a  Bachelor's  degree  and  at 
least  5  years  of  copy  editing  experience  on 
daily  newspapers.  Working  hours  are  nights 
and  weekends.  We  offer  a  competitive  salary 
and  an  excellent  benefits  package. 
Please  send  resume,  references  and  work 
samples  to  apply.copydesk@chron.com  or 
by  mail  to:  News  Copy  Desk,  Houston 
Chronicle,  P.O.  Box  4260,  Houston,  TX 
77210. 


MAILROOM 


INSERTING  MACHINE  SUPERVISORS 
The  St.  Louis  Post  Dispatch  is  seeking  two 
experienced  inserting  machine  supervisors 
for  GMA  SLS  2000  and  Heidelberg  1372  & 
1472  Inserting  Machines. 

Qualified  candidates  must  have  demonstrat¬ 
ed  mechanical  experience,  proven  production 
track  record,  good  oral  and  written 
communication  skills  and  the  ability  to  lead 
a  diverse  work  group.  Position  offers  a 
competitive  salary  with  excellent  benefits. 
Contact:  Human  Resources,  Inserting  Ma¬ 
chine  Supervisor,  The  St.  Louis  Post  Dis¬ 
patch,  900  N.  Tucker  Blvd.  St.  Louis,  MO, 
63101.  Phone:(314)3408063 

FAX:  314)  3403005 
E-mail:  pdhr@post-dispatch.com 


-CLASSIFIED  ADVERTISERS- 

If  you  don't  see  a  category  that  fits  your  needs, 
please  call  us  at  888.825.9149 

visit  our  website 

- www.editorandpublisher.com - 
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MAILROOM 


MARKETING _  PRODUCTION/TECH 


EDITOR  &  PUBLISHER 
.CLASSIFIED  RATES 


PRODUCTION  &  DISTRIBUTION 
THE  COMMERCIAL  APPEAL,  the  number  one 
source  of  information  for  and  about  the 
Mid-South,  is  looking  tor  the  right  individual 
to  join  the  management  team  of  our  news¬ 
paper  Production  and  Distribution  Depart¬ 
ment.  As  an  Assistant  Manager,  this  re- 
sults-oriented  person  will  use  their  experi¬ 
ence,  skill,  knowledge,  and  creative  prob¬ 
lem-solving  talents  to  help  program,  sched¬ 
ule,  administer,  and  supervise  operations  in 
packaging  and  distributing  a  quality  product 
to  our  customers.  The  right  person  should 
be  able  to  develop  new  ideas,  and  have  sig¬ 
nificant  experience  in  mid  to  large  size 
packaging  and  distribution  operations  or 
the  equivalent.  Knowledge  of  inserting, 
packaging,  and  conveying  equipment;  ex¬ 
cellent  communications  and  interpersonal 
skills;  and  facility  with  computer  zoning  and 
distribution  software  make  up  the  balance 
of  skills  needed  for  the  right  candidate.  As 
a  leading  property  in  the  E.W.  Scripps 
media  group,  we  offer  very  competitive 
compensation,  benefits,  and  work 
conditions.  Please  send  detailed  resume  to: 
Employment  Coordinator  Charlotte  Cranford 
THE  COMMERCIAL  APPEAL 
495  Union  Avenue,  Memphis,  TN  38103 
E-mail:  hr@gomemphis.com 
Fax:  (901)  529-2618 


MARKETING 


MARKETING  MANAGER 
West  Texas  newspaper  is  looking  for  a  for¬ 
ward  thinking  person  to  manage  all  market¬ 
ing,  promotions,  and  publicity.  Some  essen¬ 
tial  responsibilities  include  the  development 
of  sales  and  marketing  collateral  to  support 
the  sales  department.  Oversee  the  develop¬ 
ment  of  all  house  ads,  develop  cross  platform 
opportunities  to  expand  the  brand, 
and  work  closely  with  the  circulation  depart¬ 
ment  to  develop  sales  initiatives  and  mar¬ 
keting  efforts.  Oversee  all  special  events  as 
well  as  manage  all  budgetary  matters  that 
involve  Sales/Marketing  joint  initiatives.  The 
ideal  candidate  will  have  at  least  5  years 
working  in  publishing  and  8-10  years  of  re¬ 
lated  marketing  experience.  Must  have 
strong  leadership  and  organizational  skills, 
previous  management  experience  and  be 
skilled  in  effectively  designing  and  writing 
promotional  and  presentation  materials  for 
the  sales  and  management  team.  Degree  in 
Business  Administration,  Marketing  or  related 
field  required.  Please  submit  a  copy  of 
your  resume,  cover  letter  and  salary  re¬ 
quirements  to:  Human  Resources,  Abilene 
Reporter-News,  P.O.  Box  30,  Abilene  TX 
79604  or  E-mail:  apply@reporternews.com 


Obstacles  don't  have  to  stop  you. 

If  you  run  into  a  wall,  don't  turn 
around  and  give  up.  Figure  out 
bow  to  climb  it,  go  through  it,  or 
work  around  it. 

•  Michael  Jordan 


I  NATIONAL  SALES  &  MARKETING  DIRECTOR 
j  Highly-respected  independent  newspaper 
company  with  20,000,  7-day  circulation  and 
60,000■^  TMC  operation,  and  weeklies  and 
strong  niche  products,  in  northeastern  Indi¬ 
ana  seeks  leader  of  staff  of  10  sales  reps 
in  three  departments.  Position  also  includes 
total  company  marketing  responsibilities. 
Strong  candidates  will  have  minimum  of  3 
years  experience  with  national  and  major 
accounts.  Newspaper  management  and 
i  P&L  experience  a  must.  You  will  have  the 
advantage  of  working  with  an  independent 
I  newspaper  family  experiencing  both  adver- 
i  tising  and  circulation  growth  through  in- 
!  vesting  in  quality  improvements,  new  prod- 
I  ucts  and  acquisitions.  Very  attractive  salary 
j  package  opportunity  based  on  experience 
j  and  results.  Send  resume  to: 

I  Terry  Housholder,  Publisher 

j  Kendallville  Publishing  Company,  Inc. 

P.O.  Box  39,  Kendallville,  IN  46755 


PRESSROOM 


ASSISTANT  PRESSROOM 
MANAGER  -  TRAINER 


I  Join  Philadelphia's  largest 

;  cold  web  printer  and  earn 

I  S75,000  Annually  + 
Performance  Bonus 

Bartash  is  a  7  day,  24  hour  printing 
operation  that  seeks  an  experienced 
i  pressroom  supervisor  that  can  assist 
!  the  manager  in  the  daily  operations  of 
I  a  commercial  printing  shop.  Ideal  can- 
i  didate  will  have  experience  with  Goss 
!  and  Tensor  presses,  on-line  glue  and 
j  trim  books  and  extensive  4-color.  The 
j  candidate  must  have  the  ability  to  train 
j  press  crews  on  proper  printing  proce- 
I  dures.  This  is  a  high-profile  position 
I  that  requires  strong  verbal  and  written 
communication  skills.  Submit  resume  to: 

Bartash  Printing 
Attention:  Edward  Yucis 
5400  Grays  Avenue 
Philadelphia,  PA  19143 
Phone:  (215)  724-1700 
Fax:  (215)  724-3948 


I  PRESS  SUPERVISOR 

'  Wanted  for  dynamic,  expanding  newspaper 
j  in  the  Southwest,  Zone  8.  Experience  with 
;  Goss  Urbanites  and  time-sensitive  environ¬ 
ments  are  a  must.  We  are  not  looking  for 
i  just  a  great  press  operator,  we  are  looking 
j  for  a  great  people  person.  Must  be  willing 
to  work  all  shifts.  Must  pass  post-offer, 
I  pre-employment  physical.  Excellent  pay  and 
benefits  package.  Send  resume  to: 

Box  3157,  Editor  &  Publisher  Classifieds 
j  770  Broadway,  7th  Floor 

New  York,  NY  10003 


“Freedom  is  always  within  the  framework 
of  destiny.  -Martin  Luther  King  Jr., 

civil  rights  leader ,  1963 
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PLANT  MANAGER 

Seeking  self-motivated  individual  who  will  be 
I  responsible  for  our  press  and  distribution 
I  center.  Minimum  ten  years  experience  in 
j  production  and  management,  a  background 
in  commercial  printing,  and  excellent  com¬ 
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I  PUBLICATION  SPECIALIST/TRAINER  j 

I  Software  Installations.  Mac/PC  experience  ! 
j  necessary.  Quark/InDesign  a  plus.  If  you  j 
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j  101  Greenwood  Avenue,  Suite  330 
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I  E-mail:  mmoss@maned.com 
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sional  seeks  sales/distribution  opportunity,  i 
Eastern  Zone  2.  Phone/Fax  (631)  588-2735 


EDITORIAL 


JOURNALIST  with  more  than  20  years  expe¬ 
rience  in  finance,  marketing  and  technology 
seeks  editing  or  writing  spot  in  New  York 
City  or  Northern  New  Jersey.  E-mail: 
dtomasula@hotmail.com 


MANAGING  EDITOR  for  association  publishing  1 
group  and  veteran  Washington  reporter  I 
seeks  public  affairs,  media  relations  or  I 
!  communications  position  in  Northern  | 
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j  Branch  reporting  experience.  Currently  re-  j 
I  sponsible  for  editing  and  production  of  j 
;  books,  newsletters,  directories  and  on-line  i 
products.  Call  (703)  278-8560  or  E-mail:  I 

editorgifford@aol.com  | 


NEW  YORK-based  LAW  ENFORCEMENT  and  i 
I  CRIMINAL  JUSTICE  Reporter/Feature  Writer  | 
I  available  for  full-time  position  or  on  an  as-  ' 
j  signment  basis.  Experience  includes  covering  : 
I  criminal  investigations,  special  operations,  i 
t  forensics,  community  policing,  i 
1  training,  and  homeland  security  issues.  Call 
;  Sanford  Wexler  (212)  581-9468,  or  E-mail:  j 
I  sanfordwexler@hotmail.com 
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line  and  display  ads,  run  two  or  more 
weeks  and  enjoy  big  discounts.  Blind 
boxes:  $25.00  per  insertion;  counts 
as  two  lines  of  copy.  The  identity  of 
box  holders  cannot  be  revealed. 
Readers  are  advised  not  to  send 
samples  when  replying  to  blind  box 
ads;  we  are  not  responsible  for  the 
recovery  of  samples 
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Tuesday  prior  to  monday  issue  date 


CALL  MICHELE  GOLDEN  AT 
(646)  654-5304 


TOLL  FREE:  888  825-9149 
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Includes  special  editorial  features,  breaking  news  and  archives  of  Brandweek  magazine. 

BRANDWEEK  NEWS-BREAKING  PUSH 

Subscribers  to  this  free  newsletter  receive  top  business  news  in  the  retail,  entertainment 
and  automotive  industries. 


MEDIAWEEK  ONLINE 

Coverage  of  the  media  industry's  hottest  issues, 
breaking  news,  analysis  of  trends  in  media  and 
access  to  Mediaweek  magazine  archives. 

MEDIAWEEK  MORNING  BRIEFING 

This  daily  e-mail  newsletter  provides  up-to-date 
information  on  the  media  plus  a  summary  of 
overnight  and  national  ratings. 


MEDIAWEEK  NEWS-BREAKING  PUSH 

Subscribers  to  this  free  newsletter  receive 
news-breaking  stories  on  the  latest  develop¬ 
ments  in  TV,  magazines,  radio,newspapers, 
new  media  and  syndication. 

PROGRAMMING  INSIDER 

A  full  analysis  of  overnight  and  national 
ratings,  along  with  the  latest  programming 
news,  changes,  buzz  and  TV  nostalgia. 


ADWEEK  MAGAZINES'  TECHNOLOGY  MARKETING  ONLINE  •  technologymarketing.com 

The  latest  news  on  networking,  telecommunications,  professional  services,  e-business,  Internet 
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Newspapers  under  siege;  Two  rebels 
believed  to  be  from  the  leftist  National 
Liberation  Army  (ELN)  left  a  bomb  in  a 
briefcase  outside  the 
daily  La  Opinion  in  the 
eastern  Colombian  city 
of  Cucuta  on  Nov.  19, 
but  police  deactivated  the  device  before  it 
exploded. ...  On  Nov.  24,  for  the  second 
time  since  March,  a  group  of  30  former 
workers  attacked  the  offices  of  the  Mexico 
City  daily  Excelsior,  scuffling  with  security 
guards  and  employees.  There  were  no 
injuries  or  arrests.  The  protesters  were 
headed  by  Rafael  de  la  Huerta,  an  ousted 
leader  of  the  employee 
cooperative  that  owns 
the  once-influential  but 
now-failing  paper.  The 
cooperative  is  to  discuss  selling  Exc4lsior  in 
the  next  few  weeks,  said  Jaime  Contreras, 
president  of  its  administrative  board. ... 
Twelve  years  after  he  was  Jailed  on  charges 
of  supporting  terrorism  in  Peru,  journalist 
Javier  Tuanama  Valera  was  granted  a 
presidential  pardon  and  released  from 
prison  last  month.  Many  international 
free-press  organizations,  notably  the 

International  Federation 
of  Journalists,  had 
taken  up  the  cause  of 
Tuanama,  a  former 

reporter  for  the  weekly  Selva  and  several 
radio  news  shows.  ...  An  appeals  court  in 
the  Dominican  Republic  Nov.  5  overturned 
the  conviction  of  four  people  implicated 
in  the  1975  assassination  of  journalist 
Orlando  Martinez,  reported  the  El 
Salvador-based  Journalists  Against 
Corruption.  The  convictions  in  2000  — 
and  sentences  of  30  years  each  in  prison 
—  of  retired  Army  Gen.  Joaquin  Antonio 
Pou  Castro,  former  Air  Force  Sgt.  Mariano 
Cabrera  Dur^n,  and  civilians  Rafael  Alfredo 
LIuberes  Ricart  and  Luis  Emilio  de  la  Rosa 
Beras  had  been  hailed  as  a  rare  blow  in 
the  nation  against  official  impunity.  The 
four  remain  in  custody  while  awaiting 
retrial. ...  Some  300  union  employees  on 
Nov.  5  ratified  a  new  contract  ending  the 
nine-week  strike  that  shut  down  the 
Times  Colonist,  the  CanWest  Global 
Communications  Corp.  daily  in  Victoria, 
British  Columbia.  For  much  of  the  strike, 
the  newspaper  published  a  weekly  tabloid. 

—  Mark  Fitzgerald 


A  surprise  arrest  in  Peru  for  the  1989  slaying  of  Todd  Smith 
underscores  how  rarely  killers  of  journalists  face  justice 


BY  MARK  FITZGERALD 

CHICAGO 

The  probabi.e  war  with  Iraq  has 

a  number  of  newspapers  training 

correspondents  to  work  safely  in 

that  hostile  area.  Its  dangers  are  undeniably 

fearsome,  with  such  exotic  possibilities  as 

nerve  gas  and  biological  agents  adding  to 

the  usual  hazards  of  warfare. 

Yet,  U.S.  reporters  are  more  likely 

to  face  violence  as  they  work  alone  or 

in  improvised  groups  covering 

nations  in  Latin  America,  where  a 

passel  of  drug  traffickers,  guerrillas,  ^ 

death  squads,  and  even  uniformed  HIm 

government  officers  have  all 

declared  local  and  foreign  journalists 

as  legitimate  military  targets. 

And  in  contrast  to  an  Iraqi  war 

zone  likely  to  play  as  a  continuing 

reality  TV  show,  when  journalists 

are  killed  in  I.atin  America,  ■  ■  jSvemu 

their  deaths  often  remain  If  ” 

obscure  —  and  their  killers  I 

more  often  enjoy  impunity,  1 1 

with  little  investigation,  let  ||  tood  carpi 

alone  prosecution.  || 

‘  ,  I  II  Kvxx"***  * 

A  rare  exception  played  ■*« .^lumufs  i» 

out  in  Peni  last  month  M  MNIIMI 

when  anti-terrorism  police 
arrested  Pedro  Roberto  Villacorta  for  the 
1989  torture  and  murder  by  strangulation 
of  Todd  Smith,  a  reporter  for  The  Ta  mpa 
(Fla.)  Tribune.  A  Tribune  story  by  staff 
writer  Jim  Sloan  reported  Peruvian  and 
U.S.  authorities  believe  Villacorta  was  the 
one  who  actually  killed  Smith  when  the 
reporter  was  abducted  by  seven  Shining 
Path  guerrillas  as  he  waited  to  fly  out  of  the 
jungle  of  the  Huallaga  Valley. 

Smith  was  a  28-year-old  who  was 
covering  a  local  government  beat  for  tbe 
Tribune  when  he  arrived  in  Peru  Nov.  8  of 
the  year  he  died.  He  was  on  vacation,  but 
determined  to  investigate  ties  between 
drug  traffickers  and  the  Shining  Path, 
an  extraordinarily  brutal  and  cultlike 
guerrilla  army.  Smith  went  at  once  to  the 
jungle  town  of  Uchiza,  the  lawless  nexus  of 
the  narcotraffickers.  Shining  Path,  and  a 


rival  guerrilla  army  known  as  the  MRTA. 

Former  colleague  Tim  Collie,  now  a 
senior  reporter  for  the  South  Florida 
Sun-Sentinel  in  F'ort  I.auderdale,  said 
Smith  was  no  babe  in  the  woods:  “He  had 
experience  reporting  on  the  Contra  war  in 
Nicaragua  as  a  stringer  for  several  papers. 
He’d  been  to  Colombia.” 

But  Michael  1..  Smith,  a  stringer  at  the 


a  The  same  year  Todd  Smith 
was  killed  in  Peru,  he  also 
visited  Colombia  (above). 

time  for  The  Washington 
Post,  said  Peru  in  the  late 
1980s  was  “really,  really 
rough  going  for  a  journalist”  and  that  the 
Tribune  reporter’s  destination  was  the  most 
dangerous  place  there.  “When  you  kind  of 
parachute  into  those  scenes,  you  can  get 
mixed  up  into  a  lot  of  intrigues  without 
even  knowing  it.  Any  gringo  who  showed 
up  there  was  either  associated  with 
carrying  narcotics  or  being  with  the  [Drug 
Enforcement  Agency]. ...  Todd  would  have 
been  monitored  everywhere  he  went,”  said 
Smith,  who  is  no  relation  to  Todd  Smith 
and  now  works  for  the  Organization  of 
American  States  in  Washington. 

Indeed,  when  Todd  Smith’s  body  was 
found,  it  bore  a  sign  accusing  him  of  being 
a  DEA  agent.  “He’d  apparently  laid  out 
there  for  several  days.  We  couldn’t  even  do 
a  positive  identification,”  said  Collie,  who 
went  with  Doyle  Harvill,  then  the  Tribune’s 
executive  editor,  to  collect  the  body.  H 
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{continued  from  page  17}  to-24-year-olds 
and  opinion  leaders  is  up  over  the  last  year. 

A^ing  hippies  they're  not 

Alternatives  have  ridden  their  young- 
reader  appeal  to  financial  success.  Between 
1997  and  last  year,  AAN  members’ 
advertising  revenue  grew  at  a  compound 
annual  rate  of  7.8%,  to  more  than  half  a 
billion  dollars  —  a  fraction  of  ad  spending 
in  newspapers,  but  a  partial  opportunity 
lost  by  dailies  nonetheless.  Distribution  of 
AAN  alt-weeklies  over  the  past  five  years 
has  grown,  too,  by  8%,  to  7-4  million. 

National  advertising  in  alt-weeklies  has 
thrived  much  of  the  last  decade,  accounting 
for  as  much  as  10%  of  their  revenue,  though 
it  has  fallen  off"  sharply  during  the  economic 
downturn  of  the  last  two  years.  Marketers 
of  tobacco,  liquor,  financial  products,  and 
air  travel,  to  name  a  few,  have  discovered 
the  papers’  attractive  demographics. 


on  music,  concerts,  and  computers. 

An  older  readership  could  help  alter¬ 
natives  attract  more  upscale  national  adver¬ 
tisers  who  traditionally  buy  only  dailies, 
as  readers  in  their  40s  and  50s  share  the 
active,  buying  lifestyle  that  advertisers  covet 
in  younger  adults  —  and  have  more  money 
to  spend.  John  W.  Morrison,  sales  director 
of  the  other  major  sales  network,  the  Alter¬ 
native  Weekly  Network,  says  the  broader 
age  range  of  today’s  readership  has  opened 
doors  to  such  advertisers  as  Verizon  and 
Washington  Mutual  Inc.,  and  prompted 
interest  from  some  national  retailers. 

“What  we’re  not  is  a  bunch  of  aging  hip¬ 
pies,”  says  Judy  Miszner,  publisher  of  The 
Village  Voiee,  the  Big  Daddy  of  alt-weeklies 
that,  at  47,  has  hit  middle  age  itself.  “These 
are  people  who  spend  money  and  have  ftm 
and  have  a  lot  of  disposable  income.” 

As  alternatives  struggle  to  replace  the 
tobacco  ad  revenue  lost  over  the  past  two 


Journalism.  Still,  Peck  says  alts  must  strive 
to  stay  distinctive,  because  “they  can  less 
afford  a  bland  voice  than  the  dailies  can.” 

That  concern  has  led  to  some  soul- 
searching.  “We  have  a  lot  of  entry  points,” 
New  Mass  Media’s  Zankowski  says. 
“Doesn’t  that  sound  like  we’re  trying  to  be 
everything  to  everybody?  And  that’s  what 
we’re  not.”  As  Atlanta’s  Creative  Loafing 
begins  to  look  more  mass-market  than 
niche,  Editor  Ken  Edelstein  says  with  some 
ambivalence,  “I  hope  what  we  can  do  is 
maintain  that  independent  voice ...  and,  at 
the  same  time,  reach  more  people.” 

Indeed,  some  wonder  what  defines  them. 
Many  of  the  118  members  of  the  AAN  grew 
out  of  the  anti-establishment  movements 
of  the  1960s  and  ’70s.  They  became  local 
entertainment  guides  and  distinguished 
themselves  by  covering  the  kinds  of  music, 
politics,  and  other  subjects  the  dailies 
wouldn’t  touch. 
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The  New  Times-owned  Rmrton  Group, 
one  of  two  sales  networks  formed  in  the 
past  tw’o  decades  to  focus  on  the  national- 
advertising  business,  saw  annual  double¬ 
digit  growth  in  gross  billings  from  1996  to 
last  year,  when  it  handled  $24  million  in 
sales.  Its  clients  often  come  to  alts  to  target 
people  other  than  their  core  customers,  as 
when  an  airline  promotes  last-minute  fares 
or  a  liquor  company  looks  to  recruit  future 
imbibers.  Mostly,  the  money  tends  to  come 
out  of  national-magazine  ad  budgets,  but  in 
the  cases  of  airline  and  bank  ads,  it  comes 
from  advertisers’  daily-newspaper  budgets. 
New  Times’  Laven  says. 

Alt-weeklies  are  a  response-driven  ad 
vehicle,  as  young  urbanites  pick  them  up 
on  their  way  to  party  or  shop,  Laven  says. 
“These  readers  are  the  first  to  embrace  new 
technology  and  new  ideas,”  she  adds.  They 
tend  to  be  single,  above  average  in  educa¬ 
tion  and  income,  wired  —  and  big  spenders 
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years  and  recoup  their  other  losses  in 
national  advertising,  they’re  setting  their 
sights  on  travel,  real-estate,  packaged- 
goods,  movie,  and  financial  advertising. 
Declares  Village  Voice  Media’s  Schneider- 
man,  “I’m  directing  my  efforts  right  at 
daily  newspapers.” 

Ah,  iceakly? 

But  by  appealing  to  a  broader  base,  do 
alternatives  risk  diluting  the  identitv’  that’s 
been  key  to  their  advertising  success? 

Some  say  advertisers  care  more  about 
reader  psychographics  than  age  alone,  and 
find  much  to  like  in  alternatives’  older 
reader  segments.  “The  50-year-old  who 
reads  the  [5an  Franciscoi]  Bay  Guardian  is 
different  from  the  50-year-old  who  reads 
the  [5a n  Franciscd]  Chronicle,"  says  Abe 
Peck,  a  former  alternative  editor  in  Chicago 
who  heads  the  magazine  department  at 
Northwestern  University’s  Medill  School  of 


Nowadaj’S,  though,  listings  are  available 
on  the  Web  and  elsewhere.  As  music  has 
fragmented,  alternative  papers  struggle  to 
cover  the  many  forms  of  music  that  thrive. 
And  since  many  dailies  have  loosened  their 
collars  a  bit  and  cover  a  broader  spectrum 
of  issues,  the  alts  have  less  to  distinguish 
themselves  by. 

Alternatives  now  sound  more  like  the 
dailies,  John  Sugg,  a  senior  editor  at 
Creative  Loafing,  ranted  in  a  recent 
column  after  his  paper  made  practically 
the  same  political  campaign  endorsements 
as  The  Atlanta  Journal-Constitution.  In 
its  quest  to  be  relevant,  the  paper  has 
become  more  formulaic  and  less  passion¬ 
ate,  he  wrote. 

“The  ‘alternative’  press  has ...  forgotten 
its  roots  as  the  ‘underground’  press  that 
championed  civil  rights  and  challenged 
the  media  lies  during  the  Vietnam  War. 
Now  our  raison  d’etre  is,  as  at  the  A/C, 
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Boston  Phoenix 


The  old  guard  holds  a 
torch  for  ideals,  but  editor 
Clif  Garboden  says  young 
staffers  aren’t  burning  with 
the  same  sense  of  mission. 


cash  flow  —  not  The  Truth,”  Sugg  wrote. 

Readers,  too,  have  changed.  While 
listings  and  ads  may  be  the  biggest  draw 
for  readers,  editors  say  young  people  have 
less  use  for  political  coverage  than  they 
once  did,  and  activists  have  other  sources 
of  information,  on  the  Web  and  elsewhere. 

Boston  Phoenia'  Senior  Managing  Editor 
Clif  Garboden  sees  the  sense  of  mission  that 
used  to  energize  the  newsroom  when  he 
started  there  20  years  ago  missing  in  young 
staffers  today.  “The  old  guard  like  me  are 
keepers  of  the  flame,  but  there  are  no 
acolytes,”  says  Garboden,  also  vice  presi¬ 
dent  of  AAN.  For  papers  that  lean  left,  the 
pool  of  potential  readers  may  be  smaller. 

“Young  people  have  really  changed,” 
says  Cleveland  Scene's  Kotz.  “When  I  was 
young,  there  was  no  such  thing  as  a  young 
Republican.  Now,  they’re  everywhere.” 

McDonald,  the  former  Philadelphia 
Weekly  publisher  who  now  runs 
Philadelphia  Metro,  a  daily  freebie  that’s 
popular  with  young  adults,  also  believes 
5,000-word  cover  stories  don’t  jibe  with 
reader  preferences  for  shorter  stories. 

But  it  may  not  be  all  that  dire  for  alt- 


weeklies.  They  are  a  long  way  from  being 
confused  with  dailies.  They  still  write  with 
more  opinion  and  attitude,  and  take  more 
risks,  often  making  the  editorial  and  ad 
content  too  racy  for  some  advertisers.  Since 
they’re  not  trying  to  be  the  papers  of  record, 
they  have  the  luxury  of  being  able  to  pick 
and  choose  what  they  cover. 

And  fears  that  corporate  ownership  will 
dull  alternatives’  edge  are  so  far  unproven. 
Executives  at  Hartford-based  New  Mass 
Media,  owned  by  Tribune  since  mid-2000, 
say  their  new  owner  leaves  them  alone, 
although  some  complain  that  corporate 
practices  somewhat  stifle  creativity.  When 
New  Haven  {Conn.)  Advocate  writer  Paul 
Bass  criticized  top  Tribune  execs  in  print 
for  selling  stock  options,  corporate  higher- 
ups  called  to  voice  their  displeasure,  but 
didn’t  pressure  him  to  tone  it  down. 

While  the  editors  may  be  in  their  40s 
and  50s,  plenty  of  staffers  in  their  20s  and 
30s  help  keep  many  of  these  papers 
cutting-edge.  And  the  papers  are  growing. 
Which  means  alternative  weeklies  will  be 
nibbling  away  at  mainstream  dailies  for 
some  time  to  come.  11 
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Turn  the  page:  Publisher 
Jane  Levine  realizes  that 
once-youthful  readers  of 
the  Chicago  Reader  are 
turning  gray. 
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THE  NEW  2003 
EDITOR&PUBLISHER 
MARKET  GUIDE 

With  the  Exclusive 
E&P  Better  Living  Index! 


For  decades  marketers  have  used  the  F.&P  MARKET  GUIDE  as  a  planning 
tool  and  relied  on  the  demographic  and  economic  tables  to  provide  actuals 
and  remarkably  accurate  annual  projections. 

Plus,  the  MARKET  GUIDE  is  a  highly  recommended  source  of  relocation 
data  with  its  market  profiles  and  quality  of  life  indices.  It  is  this  unique  com¬ 
bination  of  quantitative  and  qualitative  data  that  provides  such  a  uniquely 
accurate  description  of  community  life. 

Now,  in  our  79th  anniversary  printing,  the  MARKET  GUIDE  offers 
newly  updated  data  in  both  areas  to  enhance  your  research  needs! 

Relocation  info  includes  rankings  of  quality  of  life  data  including: 

•  Cost  of  Living  Index 

•  Crime  Index 

•  And  overall  BETTER  LIVING  INDEX! 


Demographic  data  includes: 

•  Graduation  Levels 

•  Housing  and  Rental  Rates 

Now  Population  Forecasts  are 
projected  out  5  YEARS  to  2008! 

All  the  market  data  for  Canada  is  in 
one  convenient  section! 

PLUS  ... 

...  these  regular  features:  Population  by  Age.  Ethnic- 
Breakdowns.  Number  of  Households.  Income  per 
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Household  and  per  Capita. 

Principal  Industries.  Chain  Outlets.  Retail 
Outlets.  Location  of  Markets.  Newspapers 
Serving  the  Market.  Retail  Sales  Data,  and  much,  much 


It's  the  only  source  of  valuable,  descriptive  information  for  MSA  and 
non-MSA  markets  in  the  US.  and  Canada  ...  plus  critical  market  data  for 
more  than  1.600  cities  and  all  3,141  US.  counties. 

PRICING 

The  E&P  MARKET  GUIDE  is  just  $150  plus  $15  shipping/handling .  (CA. 

DC.FL.IL.MA.MD.NJ.NY.OH  andTX  residents  please 
add  appropriate  sales  tax.  Canada  residents  please  add 
GST.) 
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Dario  Designs  Inc.  tapped  for  five  of  group’s  eight  Michigan  dailies 

BY  JIM  ROSENBERG 

Against  the  industry  tide,  The  Grand  Rapids 
Press  prints  on  letterpress  for  afternoon  delivery  by 
kids.  For  the  six-month  period  ended  Sept.  30,  the 
Pj'ess  reported  its  circulation,  year  over  year,  rose 
0.24%  daily,  to  140,135,  and  0.54%  Sunday,  to  192,477- 
Despite  this  solid  showing,  operations  need  to  be  upgraded.  But  if 
it  means  the  same  kids  will  bring  customers  cleaner,  crisper,  more 
colorful,  and  better-zoned  papers,  maybe  the  trend  line  won’t  flatten, 
and  the  new  plant  being  built  to  house  those  operations  will  one  day 
make  use  of  a  design  that  provides  for  expansion  to  twice  its  size. 


In  a  huge  plant  and  equipment  modern¬ 
ization  program  at  Advance  Publications’ 
Booth  Newspapers,  Dario  Designs  Inc.  is 
designing  four  buildings  that  will  produce 
five  of  the  group’s  eight  Michigan  dailies, 
of  which  the  Press  is  by  far  the  largest. 

Tlie  Press  signed  Dario  Designs  to  create 
a  greenfield,  170,000-square-foot 
production  and  distribution 
plant  in  neighboring  Walker, 

“approximately  seven  miles 
Irom  our  downtown 
location,”  said  Opera¬ 
tions  Director  Robert  W. 

Pierce,  who  expects  to  be 
“fully  operational  in  the  summer  of 2004.” 

The  Framingham,  Mass.-based  archi¬ 
tects  said  the  site’s  “undulating  topogra¬ 
phy”  and  the  structure’s  design  suggest  the 
Grand  River,  symbolizing  the  city^’s  origins. 
Lighting  in  its  528-foot-long,  60-foot-high 
automatic  storage  and  retrieval  system’s 
(AS/RS)  enclosure  will  illuminate  a  repre¬ 
sentation  of  the  river’s  rapids  on  translu¬ 
cent  paneling  of  a  highway-facing  wall. 

A  part  of  press  maker  MAN  Roland’s 
Aurosys  roll-handling  system,  the  AS/RS 
will  have  2,250  spaces  for  newsprint  and 
inserts.  “There  are  several  flavors  of  [Auro¬ 
sys],”  said  Pierce.  “We  are  buying  a  stacker 
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crane”  for  seven-high  storage  in  a  design 
“very'  similar”  to  that  at  the  Dayton  (Ohio) 
Daily  Neu's.  Storage  is  parallel  to  the  press, 
with  an  eight-  to  10-foot  transfer  distance. 

man’s  Geoman  press  will  consist  of  64 
couples  in  eight  four-high  towers  over  12 
reelstands,  with  two  forming  sections  —  a 
two-high  and  a  three-high  —  in  a  layout 


expandable  to  12  towers,  12  reelstands,  and 
a  third  folder.  From  Monday  to  Saturday, 
Pierce  expects  to  run  the  line  as  a  single 
straight  press;  for  Sunday  mainsheets,  he 
foresees  running  it  as  two  collect  presses. 

The  Geoman  will  feature  DynaChange 
on-the-fly  plate  change.  In  thinking  about 
managing  that,  said  Pierce,  “a  whole  new 
vista  opens  up  for  you.”  It  means  dealing 
with  edition  changes  on  a  press  that  doesn’t 
stop,  but  merely  offers  brief  gaps  in  the 
copy  stream  when  pasters  are  made.  If  that 
efficiency  isn’t  matched  in  the  mailroom,  it 
disappears.  Software  is  the  way  “you  have 
to  make  that  happen,”  said  Pierce,  pointing 


out  that  otherwise  all  on-press  savings  are 
spent  in  packaging.  So  products  must 
be  properly  identified  for  direction  to 
appropriate  post-press  equipment. 

To  preserve  production  efficiency, 
the  Press  will  rely  on  buffering  between 
printing  and  packaging.  For  that  and  the 
software  to  manage  it,  “we’re  negotiating 
a  contract  with  GMA,”  Pierce  said. 

He  plans  to  have  three  buffering  systems 
dedicated  to  three  30-head  SLS3000 
inserters,  with  dynamically  updated 
software  to  balance  the  load  on  inserters. 
“On  the  zone  changes,”  said  Pierce,  it  will 
know  where  best  to  direct  the  new  edition, 
based  on  current  conditions  and  efficiency’ 
of  processing  the  next  edition.  He  added 
that  although  “GMA  doesn’t  have  that  soft¬ 
ware  completely  written,”  no  other  vendor 
has  it  and  GMA  was  the  only  one  to  offer  it. 

Conceding  it  is  a  “bit  of  a  leap  of  faith,” 
Pierce  added,  “If  we,  with  GMA’s  help,  can 
pull  this  off,  then  I  think  it  will  be  unique.” 

The  paper  now'  has  three  editions,  “and 
we’re  looking  to  expand  to  six,”  he  said,  ex¬ 
plaining  that  the  one  metro  edition  “would 
be  broken  up  into  four  separate  ones.” 

But  even  DynaChange  and  post-press 
programming  won’t  yield  efficient  edition 
expansion  “without  anyone  needing  to 
make  a  sacrifice,”  said  Pierce  (referring  to 
shorter  deadlines  or  longer  in-plant  time) 
unless  prepress  information  is  integrated 
into  production  management.  Such 
integration  could,  say,  inform  platemaking 
of  what  plates  are  needed  and  w  hen.  (The 
Press  will  wait  to  see  how’  the  group’s 
namesake  Staten  Island  [N.Y.]  Advance 
evaluates  basysPrint’s  UV 
Setter  57  exposure  unit 
before  committing  to 
a  computer-to-plate 
solution  by  spring.) 

To  get  there,  said 
Pierce,  “we’re  leaning 
toward  PPI”  —  the  developer  of  production 
planning  and  management  softw’are  that 
MAN  acquired  last  year.  It  reflects  the 
belief  that  integration  is  most  reliable 
when  performed  by  a  single  supplier  — 
MAN  for  prepress,  press,  and  paper 
handling,  and  GMA  for  buffering  and 
inserting  machinery  and  softw'are. 

As  for  the  latter,  noting  how  much  easier 
bulk  shipment  would  be.  Pierce  remarked, 
“If  we  were  going  to  distribution  centers, 
all  this  fancy  software ...  wouldn’t  be 
necessary.”  But  the  Press  creates  odd-count 
bundles  for  its  mostly  young  carriers,  and 
“that  odd-count  just  drives  you  nuts.”  11 


www.editorandpublisher.com 


SYNDICATES 


International 

WittyWorld  offers  syndicate 
and  a  post-magazine  site 

BY  DAVE  ASTOR 

Abroad  spectrum  of  art  from 
abroad  (as  well  as  America)  is 
now  available  via  two  Web  sites. 
The  new  WittyWorld  International 
Features  syndicate  (httpV/buy.wittjworld 
.com)  represeAts  artists  from  countries 
such  as  Albania,  Australia,  Austria, 
Burkina  Faso,  Canada,  Hungary,  Italy, 
and  Singapore. 

Among  the  syndicate’s  offerings  are  a 
comic  strip,  editorial  cartoons,  and 


cartoon  sources 

thousands  of  editorial  illustrations.  Also 
available  are  contributors  represented  by 
the  Pen  Tip  syndicate. 

Clients  include  The  Philadelphia 
Inquirer,  The  Denver  Post,  and  other 
newspapers,  both  foreign  and  domestic, 
according  to  syndicate  founder  and 
President  Joseph  Szabo. 

There  is  also  the  WittyWorld 
International  Cartoon  Center 
(http://www.wittyworld.com)  —  a  site 
that  features  cartoons,  news,  articles, 
calendar  listings,  a  “Censorship”  section, 
a  “Who’s  Who”  section,  and  more. 

The  site  is  essentially  a  continuation 
of  the  Szabo-founded  WittyWorld 


winning 

Australian 

artist  is  a 

WittyWorld 

syndicate 

contributor. 


Bin  there, 
David 
Rowe  did 
that.  The 
award- 


Intemational  Cartoon  Magazine, 
which  appearetl  in  print  form  from  1987 
to  1999  and  was  circulated  in  more  than 
100  countries.  [1 


‘Peanuts’  lawsuit  against 

CARTOON  MUSEUM  FOUNDER 

“Peanuts”  comics  custody  is  the  subject 
of  a  lawsuit  filed  in  San  Francisco. 

The  trust  controlling 
Charles  M.  Schulz’s  “Peanuts” 
comic  filed  suit  against  “Beetle 
Bailey”  creator  Mort  Walker, 
founder  of  the  International 
Museum  of  Cartoon  Art 
(IMCA),  The  Associated  Press 
reported.  The  trust  seeks  the 
return  of  “Peanuts”  strips  that 
Schulz  lent  IMCA  —  saving  the  Boca 
Raton,  Fla.-based  museum  no  longer 
needs  the  comics  because  it’s  no  longer  in 
operation. 

But  Walker  told  E^P  he  hopes  to  reopen 
the  museum  in  another  locale,  with  a 
possible  deal  in  the  works  to  move  the 
museum  to  New  York.  “I  was  kind  of 
shocked  the  suit  was  filed,”  said  Walker, 
noting  that  he  had  offered  to  temporarily 
return  the  “Peanuts”  comics  —  he  placed 
the  number  of  them  at  19  —  if  he  could  get 
them  back  when  IMCA  reopened. 

A  representative  of  the  Schulz  trust 
couldn’t  be  reached  for  comment  as  Ei^P 
went  to  press.  But  the  trust  reportedly 
wants  the  comics  returned  for  display  at  the 
Charles  M.  Schulz  Museum,  which  opened 
this  August  in  Santa  Rosa,  Calif. 

Walker  said  that  museum  already  has 
thousands  of  Schulz  originals,  and  added 
that  he  would  hate  to  set  a  “chaos”-creating 
precedent  of  people  asking  for  parts  of  the 
IMCA  collection  back.  But  Walker  did  note 
that  he  will  suggest,  when  meeting  this 

1 1 
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month  with  the  IMCA  board,  the  possibilitv’ 
of  resolving  the  dispute  by  returning  the 
“Peanuts”  strips. 

Schulz  lent  IMCA  the  comics  in  the 

1970s,  according  to  Walker. 
The  “Peanuts”  creator,  who 
died  in  2000,  also  donated 
more  than  Si  million  to  the 
museum.  “He  was  always  veiy 
generous  with  us,”  said 
Walker,  who’s  still  waiting  to 
see  if  IMCA’s  building  will  be 
sold.  The  latest  possibilitv-  is 
that  the  city  of  Boca  Raton  would 
buy  the  building  for  $2.75  million 
and  turn  it  into  a  cultural  center. 

The  1974-founded  IMCA  was 
operating  in  Boca  on  a  skeletal 
basis  until  closing  at  the  end  of 
August.  Its  collection  of  about 
200,000  originals  is  now  .stored  in 
Boca  and  Connecticut. 

Both  “Peanuts”  and  “Beetle 
Bailey”  .started  in  1950.  Reruns  of 
the  former  comic  still  appear  in 
about  2,400  newspapers,  while  Walker’s 
strip  has  about  1,800  clients.  —  DaveAstor 

Auctions  of  advice  icon’s 
POSSESSIONS  RAISE  $300G 

Ann  Landers’  possessions  were  auctioned 
for  nearly  $250,000  in  San  Francisco  and 
$55,000  in  Elgin,  Ill. 

The  late  columnist’s  1992  Cadillac 
brought  in  more  than  $10,000,  Bunte 
Auction  Services  co-owTier  Keny  Bunte 
told  E^P.  He  added  that  two  IBM  type¬ 
writers  sold  for  $225  and  $175,  Landers’ 


Sioax  City-  (Iowa)  Central  High  School 
yearbook  for  $150,  various  ow  l  statues  for 
$25  to  $1,400,  and  books  autographed  by 
Richard  NLxon  and  Robert  Kennedy  for 
several  hundred  dollars  apiece. 

Bunte  conducted  its  sale  the  weekend  of 
Nov.  23-24,  while  Butterfields  Auctioneers 
in  San  Francisco  held  its  ow-n  Nov.  24.  The 
highest  price  at  the  latter  sale  w  as  $29,125 
for  a  rare  signed  “Enchanted  Owl”  print  by 
Canadian  Inuit  artist  Kenojuak  Ashevak, 
according  to  the  Chicago  Tribune,  where 
Landers  worked  after  leaving  the  Chicago 
Sun-Times  in  1987. 

The  Tribune 
said  other  items 
Butterfields  sold 
included  six  Louis 
XVT-style  light 
furtures  ($8,000- 
plus),  an  18th- 
centuty-  Italian 
settee  ($6',500), 

27  boxes  of  corre¬ 
spondence  with 
notables  such  as  President  Carter  and 
Barbara  Walters  ($5,875),  a  1977  painting 
of  Landers  ($1,200),  and  five  letters  from 
Jacqueline  Kennedy  Onassis  ($l,000-plus). 

Advice  w-riter  Margo  Howard,  Landers’ 
daughter,  said  the  auctions  were  held 
because  there  w  as  too  much  in  her  mother’s 
15-room  apartment  for  the  family  to  keep  it 
all  and  because  she  wanted  her  mother’s 
fans  to  have  some  of  what  she  ow-ned. 

Landers,  who  died  in  June  at  age  83, 
appeared  in  1,200  new-spapers  via  Creators 
Sv-ndicate.  —  DaveAstor 
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Was  this  vintage  typewriter  sold? 
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Getting  It  Right 


The  Pentagon  seeks  to  turn  George  Orwell’s  ‘1984’  into  real  time 


The  New  York  Times'  John  Markoff  was  the  first 
reporter  to  break  the  news,  on  Feb.  13,  that  retired 
Adm.  John  Poindexter,  national  security  adviser  (to 
President  Reagan,  “has  returned  to  the  Pentagon  to 
direct  a  new  agency  that  is  developing  technologies  to 
give  federal  officials  instant  access  to  vast  new  surveillance  and 
information-analysis  systems.” 

In  the  ensuing  months,  without  public  notice  from  the  U.S. 
Defense  Department  or  any  congressional  hearings,  Poindexter  has 
continued  developing,  as  head  of  the  Information  Awareness  Office, 

the  resources  to  actualize  Orwell’s  prophecy  i  titles,  travel  reservations,  and  more. 


in  1984  that  “they  could  plug  in  your  wire 
whenever  they  wanted  to.” 

On  Nov.  9,  Markoff  followed  up  his 
original  stoiy  in  a  Times  piece  that  aroused 
parts  of  the  rest  of  the  press:  “The  Pentagon 
is  constructing  a  computer  system  that 

could  create  a  vast  electronic  - 

dragnet,  searching  for  personal 
information  as  part  of  the  hunt 
for  terrorists  around  the  globe 
—  including  the  United  States.” 

By  mining  commercial  and 
government  databases  with 
increasingly  formidable  com¬ 
puters,  the  government  —  as 
noted  Nov.  14  on  ABC’s  Night- 
line  —  “is  going  to  get  a  collec¬ 
tion  of  information  that  would 
allow  it  to,  essentially,  reconstruct  the 
movements  of  citizens.”  Ted  Koppel  added: 
“Since  all  of  this  information  is  gathered 
privately,  is  used  privately,  is  assessed 
privately  by  officials  in  the  government  who 
are  accountable  to  no  one  for  this  informa¬ 
tion,  how  do  you  know  it’s  being  used?” 

This  vast  store  of  personal  information 
could  include  bank  and  credit-card 
account  data,  bridge-toll  records,  e-mail 
messages.  Internal  Revenue  Service  and 
medical  records,  pay-per-view  movie 


i  Among  the  press  reports  and  forebodings 
that  followed  Markoff  s  story  last  month, 
an  editorial  in  The  Washington  Post  pointed 
i  out  that  “instantly  updatable ...  computer 
I  dossiers  on  everyone  really  do  cease  to  be 
I  science  fiction.  [And]  if  computers  can 

- learn  to  identify  a  person 

through  a  video  camera,  then 
constant  surveillance  of  society 
becomes  possible,  too.” 

From  1984:  “How  often,  or 
in  what  system,  the  Thought 
Police  plugged  in  on  any 
individual  wire  was  guesswork. 
It  was  even  conceivable  that 
they  watched  everybody  all 
the  time.” 

As  news  stories  multiplied, 

[  readers  were  reminded  that  Poindexter,  in 
!  charge  of  creating  a  nation  of  suspects,  was 
!  convicted  of  lying  to  Congress  and  destroy- 
I  ing  documents  in  the  Iran-Contra  scandal’s 
!  covert  exchange  of  hostages  for  weapons, 

I  but  was  set  free  because  he  had  been 
granted  immunity  for  his  testimony. 

In  a  Los  Angeles  Times  column  Nov.  17, 

}  Jonathan  Turley,  a  George  Washington 
I  University  law  professor,  made  the  chilling 
!  point  that  “a  man  convicted  of  falsifying 
I  and  destroying  information ...  will  now  be 


j  put  in  charge  of  gathering  information  on 
j  every  citizen.”  Turley  added  that  President 
Bush,  “when  asked  about  Poindexter’s  prior 
criminal  conduct ...  released  a  statement 
that  he  believed  Adm.  Poindexter  has 
served  our  nation  very  well.”  The 
Washington  press  corps  might  ask  the 
president  to  elaborate  on  Poindexter’s 
qualifications  for  his  current  post. 

As  reported  Nov.  21  in  Newsday  by  Tom 
Brune  —  a  first-rate  reporter  on  shadowy 
i  national-security  developments  for  the 
Melville,  N.Y. -based  paper  —  Edward 
Aldridge,  a  Defense  Department  tech¬ 
nology  and  logistics  orchestrator,  is  trying 
to  quell  the  rising  alarms  about  the  Penta¬ 
gon’s  Total  Information  Awareness  system. 
As  this  omnivorous  system  is  being  perfect¬ 
ed,  he  assures  us,  no  actual  data  on  citizens 
is  being  used.  And  when  the  electronic 
dragnet  is  up  and  running,  the  Defense 
Department  will  turn  the  technology  over 
to  the  intelligence  agencies’  now-converged 
data  banks.  They,  he  said,  are  “governed  by 
laws  to  protect  individual  privacy.” 

But,  as  Turley  emphasized,  “The  govern¬ 
ment  has  proven  to  be  the  greatest  threat  to 
personal  liberty  and  privacy,”  despite  what¬ 
ever  protections  are  on  the  books.  And,  he 
added,  the  government  “is  the  body  that  the 
I  entire  Constitution  is  written  to  restrain.” 

Sen.  Russell  Feingold,  D-Wis.,  the  only 
member  of  that  body  to  vote  against  the 
USA  Patriot  Act,  urges  that  “the  adminis¬ 
tration  ...  should  immediately  suspend  the 
Total  Information  Awareness  program 
until  Congress  has  conducted  a  thorough 
review.”  But  who  will  check  if  hearings  are 
held  by  Congress  and  how  thoroughly  the 
relevant  committees  explore  the  ramifica- 
!  tions  of  the  emblem  in  Poindexter’s  office? 
j  Described  by  Robert  O’Harrow  Jr.  in  The 
j  Washington  Post  of  Nov.  12:  “An  eye  looms 
j  over  a  pyramid  and  appears  to  scan  the 
world.  The  motto  reads:  ‘Scientia  Est 
I  Potentia,’  or  ‘Knowledge  Is  Power.’  ” 
j  Who  else  but  the  press  can  keep  the 
citizenry  informed  of  what  real  and 
continuing  protections  they  will  have  from 
the  all-seeing  eye  of  the  Total  Information 
Awareness  system?  After  all,  we  journalists 
are  also  in  the  ceaselessly  interconnecting 
j  databases.  And  in  the  fiiture  envisioned  by 
Orwell  in  1984,  “The  telescreen  received 
and  transmitted  simultaneously.”  The 
viewer  could  be  seen  as  well  as  heard.  11 
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Each  year  Toyota  builds  more  than  one 
million  vehicles  in  North  America.  This 
means  that  we  use  a  lot  of  resources  — 
steel,  aluminum,  and  plastics,  for  instance. 

But  at  Toyota,  large  scale  manufacturing 
doesn't  mean  large  scale  waste. 

In  1992  we  introduced  our  Global  Earth 
Charter  to  promote  environmental 
responsibility  throughout  our  operations. 

And  in  North  America  it  is  already  reaping 
significant  benefits.  We  recycle  376  million 
pounds  of  steel  annually,  and  aggressive 
recycling  programs  keep  18  million  pounds 
of  other  scrap  materials  from  landfills. 

Of  course,  no  one  ever  said  that  looking 
after  the  Earth's  resources  is  easy.  But 
as  we  continue  to  strive  for  greener  ways 
to  do  business,  there's  one  thing  we're 
definitely  not  wasting.  And  that's  time.  S'; 
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